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ONTON, INC. 


Office an New York raens: 


44 HONECK STREET, ENGLEWOOD, N. MUrray Hill 7-5311 
Phone: \gleweod 45200 (direct connection to Englewood) 
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overall th within each particul category! 
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ut PONTON includes them, by virtue of employee strength, 
this 
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another Mead-Wove user 
speaks Upeece 


"Mead's 
nationally famous name 
gives us a head start 
in envelope 
sales" 


"We find our customers buy a national brand name quicker," 
says the general manager of an offset printing plant in 
Norfolk, Va. "But we're thoroughly sold on Mead Wove 
envelopes for other reasons, too! 


"They help us make and keep friends. And our customers like 
their bright white color, smooth feel and quality look. We like 
the way Mead Wove envelopes feed through the press and the fact 
that they need no make-ready. We think so much of Mead Wove 
envelopes that we use them for our own stationery!" 


Why not try Mead on your next envelope job? There's a Mead 
distributor near you. And remember, the new line of Mead Vellum 
Booklet Envelopes for annual reports and other prestige mailings 
is also available. Mead Wove envelopes are manufactured Sales Offices: Mead Papers, Inc., 
exclusively by Niagara Envelope Co., Buffalo, N. Y. and Union 118 West First Street, Dayton 2, Ohio 


Envelope Co., Richmond, Va. and Birmingham, Ala. Philedeiphie Attente 
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ENVELOPES 


e Cut CLOSURE COSTS 
by ONE-THIRD or More! 


e Get BULKY CONTENTS 
to Addressee Safely! 


Catalogs, price lists and other 
bulky enclosures can be in- 
serted and securely sealed by 
one person where two formerly 
did the job using clasp, mois- 
ture type gum or even “tucking” 
flaps. Tension TOUCH’n SEAL 
seals at a touch—without 


FEATURES 


SuRVEYS SHOW THE IMPORTANCE OF DEALER IDENTIFICATION AND 


Masco’s Massive “Operation DM” Creates “Sounp” SALES 


BEHIND THE Scenes with TV Gutipe’s Direct Marit Procram 27 


moisture. Direct Matt Won’t Work Untess—by James R. Penton........ 30 
NOW THAT “OVER LETTER -SIZE” 

3RD CLASS MAIL CAN BE SEALED 32 
... you'll save both time and > a 

money with the Touch ’n Seal A “Knockout” InpustriaL Direct Mai Piece...............- 34 


closure. Ideal for small and 
large mailing operations or 
everyday mail room use. Many 
sizes in stock for immediate 


Wuat you can Learn From SatesMEN—by Stanley Roy........ 36 


| How “Worp-or-Moutu” AbDvVERTISING SELLS FOR VOLKSWAGEN 


NOIS 


delivery — both open end and 37 
commercial (open side) styles. F 
Ciever CARTOON PERSONALITY SELLS “IN PLANT SELLING” FOR 
HAVE YOU SEEN Turee TRADE PUBLICATIONS. 38 


“The Influence of 
Envelopes,” a full color 
movie telling the fascinat- 
ing story of the envelope 
from paper to ultimote use. 
Available at no charge to 
interested groups. Write 
for details. 


How New Form System Sotvep Our List Prosp_ems 


IG 


Tension Envelope Corp. 
Campbell at 19th Street 
Kansas City 8, Missouri 
Please send me FREE SAMPLES of 
Tension Touch ‘n Seal envelopes. | 
would like more information about use 
of your full color movie. 
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THE MOST POSITiIV= METHOD 
OF MARKET SELECTION 
EVER DEVELOPED 


. and now Creative Mailing Service 
offers national lists according to 


STANDARD INDUSTRIAL CLASSIFICATION NUMBERS 


SIC is the Federal government's system for defining and classi- 
fying every business in our economy. There are 951 separate and 
distinct industrial categories under this system. This means 951 
separate lists of business firms—each list refined and pin-pointed 
to a degree never before possible. 


MORE THAN 1,000,000 BUSINESS FIRMS 
have been coded and classified by Creative Mailing Service into 
these 951 SIC lists. All major industrial groups are represented, 
including manufacturers, contractors, service firms, retailers and 
wholesalers. 


HERE ARE 10 WAYS 
CREATIVE'S SIC LISTS 
CAN BE OF HELP TO YOU: 


Saturate a specific market 
Supplement space advertising 
Announce new products 
Introduce Sales Representatives 
Ask for inquiries and leads 
Research new markets 
Distribute case histories 
Questionnaire an industry 
Institutional direct mail 

Sell by mail 


WH 
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WRITE FOR FREE COPY OF 78-PAGE 
CATALOG OF SIC LISTS 
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Contrary to 
popular belief - 


ANYBODY 


CAN WRITE 


DIRECT MAIL 


But selling by mail is 


something entirely 


different. When you're after 


inquiries, orders, a tangible 


result of any kind, you'll 


find it more profitable, 


more satisfactory, actually 


less expensive to use a 
specialist. The Buckley 
Organization, for instance, 
has had 36 years of 
experience developing the 


kind of sales messages that 
get read, believed, acted 


upon. May we talk? 


Phone Rittenhouse 6-0180, or write 


THE 
BUCKLEY ORGANIZATION 


Philadelphia National Bank Building 
Philadelphia 7, Pennsylvania 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 


Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 


[) THE WINNING CAMPAIGNS in 
DMAA’s 1957 Direct Mail Contest have 
been new slide film 
now available for group showings. Pro- 
duced by The Jam Handy Organization, 
the 22-minute color film shows portions 


showcased in a 


of every winning campaign . . . includ- 
ing automotive, drug, industrial, and 
other firms. DMAA president Arthur 


E. Burdge does the narration, explain- 
ing objectives and results of each cam- 
paign. Title of the production is Head- 
lining the 1957 Direct Mail Leaders. 
Prints are available at $20 each 
direct from DMAA headquarters 
3 E. 57th St., New York 22, N. Y. 

eee 
[ RECORDAK CORP., a subsidiary of 
Eastman Kodak, has developed a new 
data processing system which simplifies 
the printing of and directories. 
Called the Listomatic Camera, the new 
equipment photographs one, two or 
three line listings frem standard tab 
cards at 230 cards per minute. Film is 
then stripped into column or page lay- 
outs for reproduction. Listomatic should 
have good direct mail list applications. 
You can get a descriptive folder by 
writing to Recordak at 415 Madison 
Ave., New York 17, N. Y. 

eee 
[) A SMALL POUCH OF OIL tipped 
into a folder from Miller Printing Ma- 
chinery Co. (1117 Reedsdale St., Pitts- 
burgh, Pa.) dramatized “sealed-in pro- 
tection” of their M-A-N press. The 
heavy oil sample sealed in a_ polyeth- 
elene pouch was tipped onto an illus- 
tration of the press . . . drawing atten- 
tion to the M-A-N’s “circulating oil 
system.” Folder copy listed benefits of 
press performance and long life because 
of the oiling method. A really smooth 
promotion. 


lists 


— 
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[ EASY ORDERING: The Haband 
Company, well-known mail order neck- 
tie sellers at Prospect Park, Paterson, 
N. J. has a new offer in the mails .. . 
selling flannel Orlon slacks. Along with 
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sales letter, colorful illustrated insert 
fabric swatches, order form and return 
envelope, Haband’s mailing package in- 
cludes a helpful item for easy ordering. 
Its a 44” yellow tape measure 
showing available waist and inseam sizes. 
Combined with “how to measure” in- 
structions on the order form, the printed 
tape makes it easy for customers to get 
a perfect fit... by mail. 

eee 
[) CAPITOL RECORD CLUB, 100 6th 
Ave., New York 13, N. Y., is doing a 
big mail order job with full-color al- 
bum cover stamps. Block of 12 color- 
ful stamps are included with this offer: 


a 
“Each stamp carries the picture of a 
new and exciting record. All you have 
to do is decide which three albums you 
want us to send you without charge 
with your enrollment in Capitol Record 
Club. Just paste the stamps of the 
three albums of your choice on the en- 
closed membership application certifi- 
cate, complete it and mail today. The 
three free records will be shipped at 
once .. .” An accompanying flashy folder 
describes CRC benefits, listing the “Big 
names in music—from Stokowski to Si- 
natra.” 
eee 

[) THERE’S NO HOLIDAY at Holiday 
magazine . . . for their continuing series 
of spectacular advertising promotions. 
Latest was a sensational die-cut parrot 

complete with realistic folding 
wings, tail and wire hoop. Beautifully 
printed in yellow, blue and green, the 
clever mailing told the story of “Pete, 
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The Parker's Parrot.” Copy described 
Parkers as community pace-setters, typi- 
cal of Holiday readers: “If you aren't 
already selling these Parker-type fami- 
lies, for Pete’s sake, try Holiday.” We'll 
bet this parrot has both advertisers and 
agencies “talking” . about Holiday. 
eee 


[ LOOKING FOR PHOTOGRAPHIC 
INFORMATION? American Photo- 
graphic Book Publishing Co., Inc. has 
published a new Photo Book Catalog 

listing photographic books of all 
publishers. Cross referenced by subject, 
title and author, the catalog contains 
over 500 titles . . . covering more than 
44 different photographic subjects. You 
can get a free copy of the illustrated 
publication by writing to Amphoto at 
33 W. 60th St.. New York 23, N. Y. 
eee 


[) “OFF-BEAT” MARKETS are high- 
lighted in a new merchandising guide 
titled U.S. Directory of Plus-Sales Mar- 
kets. The combined handbook and di- 
rectory is designed to fill the gap between 
buyer and seller in little-known mar- 
kets. According to merchandiser Michael 
J. Estrin, who edited the guide, the gap 
is lack of information which keeps small 
businesses from entering trade areas which 
have extra sales potential. The 342-page 
publication provides facts and figures 
on ten individual markets. Each section 
ends with list of firms in the field. To- 
tal of 11,000 names and addresses are 
included. Price of the volume is $20, 


sold by Sales Directories Corp., 1170 
Broadway, New York, N. Y. 

eee 


THE AMUSEMENT-RECREATION 
industry is profiled in a 24-page research 
report just published by Funspot maga- 
zine, 1564 Broadway, New York, N. Y. 
The first study of its kind, the report 
shows how the American public spends 


nearly 2 billion a year at amusement 
parks, kiddielands, drive-in theatres, 
tourist attractions, etc. Presented in 
graphic-pictorial form Funspot’s market 
analysis details characteristics of 21,093 
funspots in the nation . . . 68° of 
which were established in the last 10 
years. Launched last August by Bill- 
board Publishing Co., Funspot is the 
only business paper serving this big, 


growing industry. 
— 
eee 


- THE NEW “MARQUARDT PRICE 
LIST & CATALOG” is a well-designed 
source of helpful paper information. 
Cross indexed and alphabetically ar- 
ranged, the catalog makes it easy to lo- 


cate any desired fine paper. Also lists 
paper company personnel under type 
of special service each name is qualified 
to give. The range of papers handled 
by Marquardt extends from coated and 
coated book through offset, text cover, 
bonds, ledgers ,.mimeos, manifolds, bris- 
tols, etc. You can get a free copy by 
writing Marquardt & Co. at 153 Spring 
St., New York 12, N. Y. 

eee 


[] AMERICANS ARE BIG EMBLEM 
FANCIERS, TOO .. . as seen in an in- 


teresting catalog just published by A-B 
Emblem Corp. of Union City, N. J. 
embroidery 


The Swiss manufacurer 


A MATTER OF 


We hold to the theory that compiling and maintaining accurate 


lists is mainly a matter of manpower. And that’s where we shine. Fairchild lists 


7 EAST 12th STREET, NEW YORK 3 e AL 5.5252 


shows a cross section of emblems worn 
by countless organizations and business 
groups. Among the 65 pages of 2 to 
14-color emblems illustrated, the publi- 
cation shows those worn by the White 
House, Post Office, Armed Forces, Po- 
lice and Fire Depts., Fraternal Organi- 
zations, etc. Statistically, the catalog re- 
ports more than 18 million people are 
now wearing emblems. An _ estimated 
$20 million was spent on this insignia 
last year. And more and more ad agen- 
cies are now recommending Swiss em- 
broided emblems as a new advertising 
medium. 

— 
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LETTER-FOLDER MAILING 
from Gray Line New York Tours Corp. 
(charter bus service) describes Gray's 
group entertainment gimmick: “Nite- 
Life Parties.” Its a $15.95 package 
which includes bus-hopping to three New 
York night clubs. Starts at either the 
Copacabana or Latin Quarter with full 
course dinner and floor show .. . then 
“bus-stops” at two additional clubs, with 
choice of drinks at each. Promotion 
says “Unescorted ladies are of course 
invited. Gentlemen will wear coats and 
ties.” 


— 
eee 


[) THE NATIONAL BETTER BUSI- 
NESS BUREAU received 75,000 requests 
for information and assistance last year, 
says their 1957 annual report. Report 
states that during 1957 the bureau closed 
more than 300 major cases involving 
allegedly objectional advertising or sell- 
ing practices. A 93% record of success 
in securing voluntary cooperation § in 
correcting claims was achieved. More 
than 5,000 times last year, advertising 
media sought information about the re- 
liability of prospective advertisers. Sup- 
porting its corrective and preventive 
work, NBBB distributed more than 
1,000,000 pieces of literature, including 


cover the same fields (women’s wear, men’s wear, footwear, home furnishings) as 
the famous Fairchild newspapers, and so we've got over 400 correspondents in the 
market all the time and available for duty. Besides, we use a full time staff in our 
home office to constantly check, re-check, clean our lists. That's why they are the 


best lists of retailers and manufacturers available anywhere. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publications 
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pusi-crir® COLU MBIAN® 
SELF-SEAL® CLASP 
3 sizes 16 sizes 


"You know something, George? Now these six U.S.E. 
Envelope styles in 53 sizes can be mailed -- fully seal 
-- at Third Class rates, without postal inqnerton we noti 


“You know why? Because each of these 53-sizes measures more than five 
inches wide or more than 11% inches long!” 

That’s the new magic dimension for envelopes — 5” x 1114”, according 

~ to the Postal Manual, Par. 134.81. 

T his ruling is of special interest to anyone who mails circulars, merchandise, 
books or catalogs in envelopes at Third Class rates. Heretofore, you were limited 
to an envelope which could be opened for postal inspection: for instance, 
the “‘postage-saver” style, or something with a mechanical fastener. That 
narrowed your choice considerably. But now you can fully seal and mail 
this matter at Third Class rates in envelopes of any style if they measure 
more than 5” x 111%” in either dimension. You don’t have to mark them 
for postal inspection. 

One result of this liberal ruling is that we are now supplying the Booklet 
Postage-Saver envelopes fully gummed without extra charge. That’s just 
one style. There are many other possibilities for this use in the U.S.E. 
Envelope line, as you will see when you read this Post Office regulation. 


For a free copy of this Post Office regulation, along with our new improved Envelope Selector Chart, 
just pin this ad to your letterhead and send it to Advertising and Sales Promotion Department-- 


U.S.E. protects uniform quality - guaranteed 
a 


UNITED STATES ENVELOPE 
Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 


EA-2 
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ENVELOPE COMM 
OFFICES 
GENERAL 
\ 21 Cypres* MASSACHUSETTS 
SFIELD 2 
Lid 
COLU MBIAN® BOOKLET OPEN END 
FLAT MAMLER OPEN SIDE Gummed or STYLE \ ae 
7 sizes 8 sizes Self-Seal® 7 sixes si Ae 
12 sizes 
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A Cupples PERSONALIZED envelope 
is just your type. We offer you 60 years 
of experience. Let us assist you in in- 
creasing your direct-mail advertising 
returns. 


Our art department is at your service 
with an unlimited supply of fresh ideas 
for your direct-mailings, free of charge. 


1898 - 60th ANNIVERSARY - 1958 


upples 


envelope co., inc. 


360 Furman Street Brooklyn 1, New York TR 5-6285, 6, 7,8,9 
OTHER OFFICES: BOSTON +» WASHINGTON + PHILADELPHIA 


250 national bulletins. We suggest all 
advertisers write to NBBB in The 
Chrysler Bldg.. New York 17, N. Y. 
for a copy of the report titled NBBB— 
What It Is, What It Does. 


_ 
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| THIS SCREAMING ENVELOPE 
from Harry Atkinson, Inc. (advertising), 
Chicago, got plenty of attention 

the wrong kind. “Pestiferously Personal” 


was splashed in big *4” red letters. We 
thought the envelope might contain a 
dash of arsenic, a black widow spider 
or at least a blotter dipped in sulphuric 
acid. What a disappointment! Inside: 
nothing more than run-of-the-mill hotel 
duebill offers not too “Perspicu- 
ously Printed.” 


eee 


“THE FLOW DIRECTORY” pro- 
vides a good mailing list of the Material 
Handling Industry. Compiled by editors 
of Flow magazine and Materials Hand- 
ling Industry, the 960-page directory is 
reported to be the most comprehensive 
guide of its kind. Covers manufacturers 
and suppliers of material handling, pack- 
aging, shipping equipment, etc. Price is 
$7.50. Published by Industrial Publish- 
ing Corp., 812 Huron Rd., Cleveland 
15, Ohio. 


— 
eee 


[) “WHERE DOES THE LITHOGRA- 
PHY DOLLAR GO?” This question was 
well answered in an informative folder 
recently produced by The Veritone Co., 
Chicago, Ill. lithographers. Mailed to 
Veritone customers, it explained how 
34.11% of the average dollar spent on 
lithography went for factory wages: 
9.35% for factory expenses 34.5% for 
materials and outside purchases; 15.97% 
for administrative expenses; and 6.04% 
for operating profit (before taxes) . 


“CONDITIONS OF MARKETING 
LEADERSHIP,” a Harvard Business Re- 
view article by Arthur P. Felton, is be- 
ing offered in reprint form by Bruce 
Payne & Associates, management con- 
sultants. Discussing the fundamentals be- 
hind successful marketing campaigns, the 
article tells why most marketing pro- 
grams today are out of date. Mr. Fel- 
ton, vice-president of Bruce Payne, de- 
scribes the need for constant change 
and willingness to try new approaches 
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What better way 
to convince you of the 
amazing white brilliance of 
Rising’s WINSTED GLO-BRITE, 
than to 

put a sheet in your hands 
for actual comparison! 


“IW CHeLSNIAA 


Compare Rising’s 
WINSTED GLO-BRITE 
Vellum, Bristol, Text and Cover 
with any other 
bright white paper 
for uniform, overa 
bright, BRIGHT whiteness 


What better way 
to convince you of the 
amazing white brilliance of 
Rising’s WINSTED GLO-BRITE, 
than to 

put a sheet in your hands 
for actual comparison! 
Compare Rising's 
WINSTED GLO-BRITE 
Vellum, Bristol, Text and Cover 
with any other 
bright white paper 
for uniform, overall 
bright, BRIGHT whiteness. 
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COMPARE RISING'S WINSTED GLO-BRITE 
VELLUM, BRISTOL, TEXT AND COVER WITH ANY 
OTHER GRIGHT WHITE SHEET! .... 


WINSTED GLO-BRITE has to be whiter... has to be brighter... for us 
to dare suggest this comparison. With its intense brightness and 
warmth, new WINSTED GLO-BRITE combines al! the quality charac- 
teristics that have distinguished the WINSTED line .. . outstanding 
printing qualities, superior folding properties, excellent bulk-for-weight 


RISING’S WINSTED GLO-BRITE is idea! for outstandingly sharp, clean 

type results sparkling detail in halftones...crisp, uniform overall 

brightness in steel engraving, offset, gravure, letterpress, thermog- 

raphy, photo gelatin and copper plate processes 

NOW AVAILABLE THROUGH YOUR PAPER MERCHANT IN THE 
FOLLOWING FINISHES, SHEET SIZES AND WEIGHTS: 


Vellum Finish 


Substance Basis 17x22 24 28 32 


22x34 96M 112M 128M 144M 160M 
Text Basis 25x38 60 70 80 Cover Basis 
20x26 50 65 80 

23%29 84M 98M 112M 

23x35 102M 118M 20x 26 100M 130M 160M 
25x38 120M 140M 160M 23x35 155M 201M 248M 
35% 45 198M 232M 26x40 200M 260M 320M 
38x 50 280M 35% 46 310M 402M 496M 
Bristol Basis 222" 28% 2/30 2/60 2/70 


x 28% 


Pilate, Medium Plate, Calender Plate, 
Calender Medium Pilate, 
Linen Finishes 
Bristol Basis x 284%2—200M (2/50) 
2242 x 28%2—240M (2/60) 
Second Figure Denotes Grain Direction * (Send for Price and Line Data) 


Thin Plate Finish 
Bristo! Basis x 2842 165M (2/82%2) 


Official converters of Winsted Glo-Brite: The Williamhouse, Inc. for 
Envelopes, Weddings and Announcements; and Ideal Cards, Inc. and 
Otten Bros. Co., Inc. for Cut Cards. Samples illustrating the fine work 
of each of these houses will be sent on request 


WRITE FOR RISING'S NEW WINSTED GLO-SRITE 
SAMPLE BOOK...RISING PAPER COMPANY, 
HOUSATONIC, MASS. 


isis 


FINE PAPER AT ITS 


Rising 


FINE PAPER AT ITS GEST 


. COMPARE RISING'S WINSTED GLO-BRITE 
VELLUM, BRISTOL, TEXT AND COVER WITH ANY 
OTHER BRIGHT WHITE SHEET! 


WINSTED GLO-BRITE has to be whiter...has to be brighter...for us 


‘ jare suggest this mparis With its intense brightness a 
warmth ew WINSTED GLO-BRITE ' all the quality ara 
teristics that have distinguished the WINSTED tstand 
printing qualities, superior folding properties, excellent Kf weight 
RISING’S WINSTED GLO-BRITE is idea! for outstandingly shar; ea 
type results spark jeta alftone vif vera 
brightness in steel engraving ffset, gravure, letterpress, thermog 
aphy,. photo gelatin and copper piate {| esses 


NOW AVAILABLE THROUGH YOUR PAPER MERCHANT IN THE 
FOLLOWING FINISHES, SHEET SIZES AND WEIGHTS 


Vellum Finish 


Substance Basis 17x22 24 28 32 36 40 
Text Basis 25x38 60 70 80 Cover Basis 

20 x 26 50 65 80 

Bristol Basis 222x282 2/50 2/60 2/70 


x 


Pilate, Medium Plate, Calender Plate 


Thin Plate Finish 
Bristo! Bas x 28 M Py Calender Medium Plate 
Linen Finishes 

a M 

40M 

Figu n . 
Official converters of Winsted Gio-Brite: The Williamhouse, Inc. fo 
Envelopes, Weddings and Anr ements; and ideal Cards, Inc. and 
Otten Bros. Co., Inc. for Cut Cards. Samples istrating the fine work 

f each of these houses wil! be serit on request 


WRITE FOR RISING'S NEW WINSTED GLO-BRITE 
SAMPLE BOOK...RISING PAPER COMPANY. 
HOUSATONIC, MASS. 
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. and outlines three major condi- 
tions for leadership. You can get a free 
copy by writing Bruce Payne & Asso- 
ciates, Westport, Conn. 


eee 
[) A DIRECT MAIL COLOR KIT filled 
with postcards, circulars, brochures, etc. 
is offered by Curt Teich & Co., Inc., 
color printers at 1733 W. Irving Pk. Rd., 
Chicago 13, Ill. The full-color samples 
are taken from actual customers press 
runs. Included are mail order and 
dealer mailings, etc. You can get a 
free copy from Curt Teich at the above 


address. 
JJ) 

[] A DAZZLING ENVELOPE MADE 
OF FOIL sparked a recent mailing from 
Keller-Crescent Co., Evansville, Ind., 
printers. Inside was a striking folder 
announcing a “brilliant development” in 
foil printing: “Thanks to extensive re- 
search by companies like Reynolds Met- 
als, printing on foil, formerly limited 
to long runs on roll fed equipment, can 
now be produced economically in short 
runs on sheet-fed presses.” A foil sam- 
ple was displayed on a printed gold 
serving tray. You can get samples of the 
foil printing being served up at K-C 
by writing to them at 16-26 S.E. River- 
side Dr., Evansville, Ind. 


[]) “PLATEMASTER” is the name of 
this new combined camera and plate 
processing unit for small offset plants 
and lettershops. Manufactured by Photo- 
stat Corp., the unit can produce up to 


200 offset plates daily . . . using nega- 
tives it makes from rolls of photographic 
paper. No darkroom is required. Plate- 
master copy up to 17” x 22”, allows up 
to 50% reduction of original. You can 
get more information by writing to 
Photostat at 1001 Jefferson Rd., Ro- 


chester, N. Y. 


[] NEW BUSINESS & EXPANSION 
DEPT.: George Fry & Associates (100 
Park Ave., N. Y. C.) has established a 
new marketing service “to audit and 
evaluate ad programs, and analyze sales 
promotion - merchandising effectiveness.” 
New consulting group includes Clarence 
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Eldridge, former marketing v-p of Gen- 
eral Foods Corp.; Franklin Bell, chief 
ad executive for 28 years at H. J. Heinz 
Co. and Stuart Peabody, advertising- 
public relations executive for the Bor- 
den Co. for 33 years . . . McVicker 
& Higginbotham, Inc. (211 E. 49th St., 
N. Y. C.) is a new firm specializing in 
direct mail. R. E. Higginbotham was 
formerly associated with Dickie Raymond, 
Inc... . @ “Zip-Opener” pull-string en- 
velopes manufactured by The Connelley 
Oranization, Philadelphia, are now be- 
ing represented in New York by former 
broadcasting executive John Esau (475 
Sth Ave., N. Y. C.) . . . @ Economy 
Novelty & Printing Co. has moved to 


headline should go here 


This ad has no headline—and yet it 
caught your attention! 

WHY? 

Because “CRYSTAL MARK”, a brand new 
advertising specialty is working in this 
ad as it will work for you in your 
direct mail! COLORFUL; ATTENTION- 
GETTING; INDESTRUCTIBLE; the exciting 
new, all plastic “CRYSTAL MARK” is: 


© Brilliantly designed to highlight 
your sales message in the hands 
of your prospects! 

e Perfect as a book mark, place 
mark or a hundred-and-one other 
powerful promotional uses! 

eTear and soil proof, guaranteeing 


greater retention and exposure 
than ever before! 


*@Low in unit cost—high in unit 
impact! 


If you want to “dominate through Direct 
Mail”, then you'll want to get the com- 
plete story about the “CRYSTAL MARK”, 
America’s newest advertising specialty 
created to SELL FOR YOU! 
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eee 
THE OLDTIME LOCOMOTIVE 
POSTCARD SERIES shown on page 25 
of the February Reporter was a recent 
award winner .. . in the Philadelphia 
Art Directors Club 23rd Annual Exhi- 
bition of Advertising and Editorial Art. 
Produced by John T. Hall & Co. for C 
& D Batteries, Inc., the outstanding 
postcard campaign was selected winner 
of the competition’s Direct Mail classi- 
fication. Featuring illustrated antique 
locomotives, the postcard series mailed 
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to 3,600 railroad executives brought a 
40% response . . . halfway through the 
campaign. Shown here’ with their 
PDADC Silver Medal awards are Rob- 
ert T. Kern, Philadelphia free-lance art- 


LETT 


ist who rendered the illustrations and 
Richard L. Downes, John T. Hall art 
director who conceived the award-win- 
ning series. Congratulations to both . . . 
for a beautiful campaign. 

— 

eee 

[] THIS CUTE TRADEMARK is the 
new identification symbol for Merit 
Mailers, 26-32 Sterling St., East Orange, 


YOU GET ALL THIS: 


® Letterhead One Color on 25% Rag Bond 
Salutation Fully Personalized 

® Letter With Typewriter Impression 

® Signature in Blue Ink 

@ Letter Folded and Inserted 

@ You Get Printed Envelope 

@ Your Postage Applied 


WRITE FOR PARTICULARS 
GIVING YOUR REQUIREMENTS 


*Price on Five Mailings of 25,000 Each. 
Two Mailings of 2,000 Each as Low as 13'%4c. 


N. J. Created by popular cartoonist 
Doty, the new character appears on MM 
letterheads, business cards, etc. Presi- 
dent Lou Peck says the kangaroo en- 
blazoned on MM’s delivery truck has 
particularly brought a lot of comments. 
(Page TK in this issue shows another 
cute MM promotion, also getting com- 
ments.) 


eee 
[]) RICE-WEINER & CO., 40 year-old 
manufacturers of costume jewelry, have 
developed a new line exclusively for 
mail order. It's Calendar Memento 


404 Capitol Ave., Little Arkansas” featuring small calendars on which im- 
Telephone FRanklin 6-2451 
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‘They can’t this 


“That's what I told myself the last time they 
raided the Accounting Department, and had half 
my high-priced staff stuffiing envelopes a whole 
afternoon! .. . | decided, as comptroller of this 
company, our mailroom needed a PB Mail 
Inserting Machine. Now there’s no longer any 
reason for disrupting my department—and we’ ve 
also cut our mailing costs considerably.” 


PB’s new “3100” Mail Inserting Machine is 

a major convenience for mailings of a few 
hundred or few thousand—and a major 
economy for all large mailings. It gathers, nests, 
and stuffs in envelopes as many as four varied 
enclosures . . . closes, seals and stacks—as fast 
as eight trained workers! Saves up to $7 per 
thousand pieces, permits better scheduled 
mailings and more mailings to promote your 
product or service. An optional postage meter 
machine provides preferred metered mail 
postage—or alternative postage. Call the nearest 
Pitney-Bowes office for details. Or send for 

free illustrated booklet and user case studies. 


ADVANTAGES 


© Speed—adjustable to the job; maximum 6,000 an hour. 

Available in 1-to-4 station models. 
Accuracy —automatic detection of errors at each feeding 

station, prevents mutilation and faulty inserting. 

Simplicity of setting—can be adjusted to any job in 

minutes, without special tools or skills. 

Feeding—electrically-timed pick-up rollers handle wide 

variety of material including invoices, checks, letters, 

booklets, tab cards however punched, etc. © Compact design—with straight-line, self-centering feed; 

Ease of operation—a// controls handy on one side of the all moving parts enclosed. 
machine. © Preferred metered postage—(/st or 3rd class) is pro- 
Versatility —handles widest range of envelope sizes— vided by an optional hookup with a PB postage meter. 
from 6 by 3% inches up to 12 by 6 inches; even nests ® Backed by Pitney-Bowes service from 107 branches, 
enclosures inside one another while inserting. coast to coast, in the U.S. and Canada. 


PITNEY-BOWES 
Mail Inserting Machine 


Made by the originator of the postage meter... leading 
manufacturer of mailing machines, 107 branch offices with service 


PrtNeY-Bowes, INC. 
5755 Crosby Street 
Stamford, Conn. 


Send illustrated booklet on **3100" Mail 
Inserting Machine, and case studies. 


Address__ 


coast to coast in the U.S. and Canada. 
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selling empty space— 
by direct mail 


Good distribution, key to the hustling American econo- 
my, makes empty warehouse space a vitally needed 
“product”. 


To keep prospects posted on the benefits of public ware- 
housing and to turn them into customers, Miller Ware- 
housing Corp., Little Falls, N. Y., uses direct mail 
created by Hickey Murphy Division of James Gray, Inc. 


Hickey Murphy £nows warehousing . . . knows the 
people who need warehousing . . . and knows how to 
create and produce effective, convincing direct mail . . . 
from copy draft to finished piece. 


No matter what your product or service, Hickey Murphy 
creative service may help you do a better selling job. 
Send for your free copy of How To Put Action Into 
Your Direct Mail—and ask to see the case history file. 


HICKEY MURPHY 
division of New York 17, N. 
J MES GRAY INC. MUrray Hill 2-9000 


portant personal dates are marked with 
imitation rubies. Recent Rice-Weiner let- 
ter to mail order firms explained how 


A COMPLETE LINE OF 


MEMENTO 
JEWELRY 


the drop-ship items were being re- 
stricted to mail order because of per- 
sonalization feature. And Howard 
Weiner tells us the firm has “no inten- 
tions of distributing them in any other 
retail channels.” Interested mail order 
sellers can write to him at 95 Chestnut 
St., Providence 2, R. IL. 


eee 


A MINIATURE LETTERHEAD 
PORTFOLIO has been produced by 
Strathmore Paper Co. in cooperation 
with Schlosser Paper Corp. The new 
thumbnail sampler contains 24 letter- 
head designs . . . showing modern, lively 


art treatments. Each design is printed 
either in black and white or multicolor 
on Strathmore letterhead stock. The 
portfolio’s compact 3” x4” size makes 
it a handy and convenient idea starter. 
You can get a copy by writing to Schlos- 
ser Paper Corp. at 350 Hudson St., New 
York 14, N. Y. 


[1 A NEW THOMAS COLLATOR 
BULLETIN sparks attention with this 
page-one photo . . . originally printed 
in full color. The attractive 6-page bro- 
chure describes mechanical and electric 
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EAGLE-A QUALITY TEXT with the new COVER WEIGHT 


Here’s a tip for your next printing job — famous Eagle-A Quality Text 
is now more versatile than ever! It’s available in a new Cover Weight in white 
and matching colors ... in a new, improved “Brite White” in text and cover weights, 
with greater opacity ... and in new sizes in six eye-catching colors. Now you can specify Quality Text 
and Cover Weight for more jobs than ever — brochures, catalogs, annual reports 
and programs in a wide variety of sizes. And you can order envelopes to match. 
You'll like the economy of this fine printing paper, too. Write for a sample portfolio. 


FAGLE-A 


EAGLE-A 


PAPE 


PAPERS 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of famous Eagle-A Coupon Bond and other Bonds, 
Onion Skins, Manifolds, Record-Ledgers, Bristols, Texts, Covers, Boxed Typewriter Papers and Technical, Industrial and Special Papers 
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A GREAT 
MEANS OF 
COMMUNICATION 


MARATHON RUNNER 


Pheidippides ran the first exhausting marathon race to carry 
a message from Marathon to Athens. In today’s race for 
business, it’s far more expedient to let Reply-O-Letter do 


your leg-work. 


Reply-O-Letter not only delivers the message — but brings 
back replies, from 30% to 40% more than other direct mail. 
And it costs less too. You combine three expensive typing 
jobs in one...salutation, address, and the recipient’s 


signature. 


For over 24 success-packed years, Reply-O-Letter has been 
out in front, offering every advantage of smartly paced direct 
mail — plus a little more. For example, you may avail yourself 
of our expert team of writers and artists who assist you in 
preparing the kind of result-getting letters you need. There is 
no charge for this help. But naturally, it can be offered only 


to those who can use direct mail in reasonable quantities. 


Our free booklet, “the 3 R’s of Direct 
Mail,” tells how.- Send for it today. 


REPLY-O-LETTER 


7 Central Park West 
New York 23, New York 


SALES OFFICES: BOSTON ¢ CHICAGO ¢ CLEVELAND « 


DETROIT ¢ TORONTO 


collators, showing their advantages in 
demonstration photos. Explains with 
| specific examples how equipment in- 


MECHANMEAL & ELECTRIC POWERED 


creases efficiency, saves time and money. 
You can get a free copy of the 8'2"x 
11” bulletin from Thomas Collators, 


Inc., 50 Church St., New York 7, N. Y. 


eee 


[1] WARNING! Some of the charitable 
organizations which, along with veteran's 
unions and other non-profit outfits, enjoy 
low third class (exempted from increases) 
rates are soon going to get in dutch with 
the Post Office Department for violation 
of their permits. In recent months, we've 
reported three glaring violations. In each 
case, the so-called charity was actually 
selling merchandise. In one case, it was 
a manual on self-improvement; in the 
other two, food products or merchandise 
trinkets were offered for sale. Somebody 
is making a profit on the sale of this stuff 
and the promoters have no right to be 
using minimum 1l¢ bulk rate, while all 
the rest of us have to pay (at present) 
1¥2¢ and possibly 2'2¢ in the future. Our 
social service friends get increased blood 
pressure every time we mention this deli- 
cate subject . . . but we still think it’s 
morally and economically wrong to set 
up two classes of users of one class of 
mail just to satisfy the lobbier of the 
religious, fraternal, veteran and union 
groups. And when a charity organization 
goes in for merchandise selling . . . the 
use of the exemption (low cost) permit is 
downright dishonest. 


(-) A CAPTIVE MARTIAN called “Am- 
bassador Max” is the latest kiddie- 
pleaser on TV .. . according to this 
clever die-cut promotion from WNBQ- 
TV, Chicago. “Ambassador Max” is a 
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Your work is as good as your bond 


HAMILTON 
BON D 


> 


Above all, Hamilton is a printer's bond. Every step of its manu- 
facture is designed to make it print well and effortlessly. 

The starting point is a blend of the finest pulps. The genuine 
watermark is formed on the dandy roll . . . it is a separation of 
fibers inside the paper. The surface is smooth and absolutely 
level to simplify makeready and assure a sharp impression and 
proper ink distribution. 

Ream after ream, Hamilton Bond is absolutely uniform for 
uniformity in press performance. Electronic controls guarantee 
precision trimming. And Hamilton Bond is pre-humidified and 
moisture-proof wrapped. 

Available in a brilliant white and 11 practical colors, Hamilton 
Bond brings out the best in your work! 


Hamilton Paper Company, Miquon, Pa. 
Mills at Miquon, Pa., and Plainwell, Mich. 


HAMILTON BOND IS ADVERTISED REGULARLY TO YOUR CUSTOMERS in 


Wor, 


¥ 
» a 
— 
= 
BUSINESS PAPERS... TEXT & COVER... 
Offices in New York, Chicago, Los Angeles 


SALES OFFICES: BOSTON ¢ CHICAGO ¢ CLEVELAND ¢ DETROIT ¢ TORONTO 


leading character on WNBQ's Com- 
mander 5, half-hour weekday kid strip. 
The four-color promotion folder told 
advertisers “Outer space becomes a 


playground for youngsters every day as 
Commander § features comedy, adven- 
ture cartoons, films and rollicking fun 
A call to your nearest 
NBC Spot or WNBQ salesman will re- 
serve sales space on ISSS (interplanetary 
| Space Station 5).” 
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[) THE STANLEY WORKS, makers of 
Stanley tools, has just published a new 
Stanley Premium Catalog. Printed in 
yellow and black, the smart-looking 
slick publication shows a wide range 
of Stanley tools which have been made 


MAIL 


MONOGRAM, INC. 


FANS 
RESULTS 
FOR YOU 


18 DMAA AWARDS IN 11 YEARS 


PREMIUM CATALOG 


STANLEY 


popular as premiums. You can get free 
copy of the 16-page catalog by writing 
to Stanley’s Ed C. Benfield at 111 Elm 
St., New Britain, Conn. 


ERNEST HENDERSON, president 
Sheraton Corporation of America will be 
luncheon speaker at New York's Direct 


MONOGRAM, INC. 


S1S MADISON AVENUE 


PLAZA 3-8974 
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Mail Day on May 15 (note new date) at 
the Park Sheraton in New York City. 
Morning and afternoon programs will be 
devoted to showing advertisers how to 
increase effectiveness and reduce costs in 
direct mail. One of the hi-lites of the day 
will be five concurrent afternoon sessions, 
each exploring one of the five functions 
of direct mail. Mark the date: May 15. 


LIVEWIRE ANNOUNCEMENT: 
Big Joe Manufacturing Co., Chicago 
makers of material handling equipment, 
merchandised a big event . . . via tele- 
gram. 1,700 wires were sent to BJ dis- 
tributors, dealers, prospects and customers 
calling their attention to a full-page, two- 
color ad in Flow magazine . . . which the 
company said was “the most important 
announcement we have ever made.” The 
ad itself was a teaser .. . calling atten- 
tion to a new product unveiling at Chi- 
cago’s Conrad Hilton Hotel last month. 
Livewire merchandising made Big Joe’s 
announcement a big one. 


[] WANT YOUR FORTUNE TOLD? 
Seltz Advertising Service, 121 E. 31st St., 
New York 16, N. Y. has a self promo- 
tion which does it. Seltz mailed 500 top 
sales executives a “Cup of Knowledge” 
for tea leaf reading. The special cup 
shows miniature playing cards which tell 
fortunes in the tea leaves. The clever 
boxed promotion was mailed with for- 
tune folder and letter reading: “A sure 
way of finding good fortune is in the 
way we increase your sales through our 
specialized sales promotion services.” 


LETTER GADGETS THAT 
REALLY WORK are available from 
Gries Reproaucer Corp., New Rochelle, 
N. Y. Their line of unusual miniatures 
includes tiny 1” tinsnips that actually cut 
metal, paper or wire. Modern Machine 
Shop magazine used them recently in a 
clever space selling campaign headlined 
“Looking for A Short Cut?” Attached 
working miniature was a good attention- 
getter. Other items in Gries zinc alloy 
gadget line include pliers, shears, jack- 
knives, nutcrackers, etc. 


[] "LETTERAMA” . . . is the name 
Marshall Press, Inc. in New York gives 
to their interesting display of letterheads. 
Located in their offices at 812 Greenwich 
St., the exhibit shows a collection of 
colorful specimens Marshall has planned, 
designed and printed. Well worth a look. 
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The advertising managers who get ahead fastest this year 
will be those who find ways to cut costs without reducing 
quality or results. 


It is already evident that 1958 is to be a year of profit squeeze. 
Management is looking for savings. Management will be 
alert to take special note of people who make these savings. 


On the next page is a practical suggestion on how to 
reduce costs on certain kinds of printing. 
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gets more “mileage” 
out of your printing dollar 


There is a simple way to save money on such material 
as catalogs, spec sheets, direct mail pieces, envelope 
stuffers, sales bulletins, flyers, and publication inserts: 


use Woodbine Colored Enamel. 


The paper itself provides the basic force of color. Thus, 
one-color printing gives the full effect of two colors. 


Two-color printing produces the impact of three colors. 
Result: You get greater mileage out of your printing dollar. 


Woodbine Colored Enamel comes in 13 different colors, 
making it easy to select the color best suited to tie in 
with product, season, or message. It prints both 


letterpress and offset and has good foiding qualities. 


To aid you in using Woodbine Colored Enamel most 


effectively, we have had the famous color specialist, 
Faber Birren, prepare this Ink Color Guide. It contains 
printing specimens of the most pleasing color combinations 
to use with each of the 13 Woodbine colors. A free 


copy is yours on request. 


the APPLETON COATED 
PAPER COMPANY 


1250 N. Meade Street 
APPLETON, WISCONSIN 


This insert is printed on Blue Woodbine Colored Enamel. 


| 
4 
3 
| 
Inks 
Guide jor 
— 
4 
! 


Little known 
facts (?) about 


advertising 


MAN IN A GREY FLANNEL DOUBLET 


M CYRANO DE BERGERAC, the first account 
“exec.” Nomailroom for him. He started right 
at the top in the agency business. A friend (?), 
Christian de Neuville, made it possible. 


Seems that Christy was trying hard to sell him- 
self to a hot prospect in the Paris market called 
Roxane. But she wouldn’t buy. Christy just 
couldn’t touch her motivational button. So he 
took the problem to Cyrano. Cyrano accepted 
the account. The first agency was launched. 
The first client enthroned. History was made. 


The first medium? Gondola cards? Nope. Per- 
sonal (oh! so personal) letters. They worked, 
too. Roxane bought. 

With such a fast start you'd think de Bergerac 
and Associates would have prospered. Sad to 


224 SEVENTH STREET + GARDEN CITY, L. 1, NEW YORK «+ PIONEER 6-1837 


relate, Cyrano, Christy the client, Roxane — 
everybody connected with this historic enter- 
prise passed away at an early age from poniard 
poisoning. The only thing that lived was the 
medium that Cyrano used, Direct Mail. 
Fantasy? Of course, except for one thing— 
Direct Mail is living. In fact, growing faster 
than crab grass in August. And the “deciders” 
who plan direct mail, buy the creative ... pro- 
duction . . . mailing help necessary to produce 
a successful campaign, are choosing their sup- 
pliers right now. 7000 of the most important, 
read The Reporter of Direct Mail. Are these 
“deciders” considering you? 

One way to be sure is to meet them, tell them 
your story. It can be done inexpensively through 
the advertising pages of . . . 
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“T here is only one basis upon which to judge the 
value of any advertising medium: its effectiveness 
in making the prospect aware of the product and 
brand name, and influencing him to buy that brand 
when he is in the market .. .” 


SURVEYS SHOW THE IMPORTANCE OF 


DEALER IDENTIFICATION 


AND 


PRODUCT AWARENESS 


I KNOW AN APPLIANCE DEALER who 
runs ads regularly in his local 
newspaper. | asked him recently what 
kind of results this advertising 
brought him. He said he didn’t try 
to pin down his sales to specific ads. 
He knew that big-ticket merchandise 
isn't bought on impulse . . . that 
such purchases were made only after 
much deliberation and a careful an- 
alysis of the family budget. All he 
hoped to do, he told me, was to let 
people know what products he sold, 
and to tell something about their 
features and benefits. “When they're 
ready to buy, | want them to think 
of my products and to remember that 
I'm the dealer who handles them,” 
was the way he put it. 

“What about direct mail?” I asked 
him. “Oh, no, that’s no good,” he 
said. “Why, just last fall I mailed 
out 2,500 broadsides advertising a 
home freezer and I didn’t sell a 
single one of the units until about a 
month later. That proves that people 
just don’t read direct mail.” 

Yet, only a moment before, he 
had told me people don’t buy big- 
ticket merchandise on impulse 

I'm afraid this dealer is typical 
of many dealers in every retail field. 
They tend to judge the effectiveness 
of direct mail programs on the basis 
of immediate results. In addition, 
they are unaware of inquiries and 
eventual sales that result from their 
direct mail because the customer 
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doesn’t mention the mailings when he 
visits the store. So, even though 
merchandise continues to move, the 
dealer gives little or no credit to the 
part direct mail has played in that 
movement. 


How Many TV Sets 
Sold Per Page? 


Now, I can’t tell you that direct 
mail enjoys “X” percent readership. 
Nobody can tell you that, because 
every campaign is a separate entity, 
and there are too many variable fac- 
tors involved . the type of pro- 
gram, the number and kind of mail- 
ings, the areas covered, the audience 
reached and so on. However, we 


, 

Let’s consider my friend’s positive have made studies of specific cam- ; 
assertion that people don’t read di-  P2'8S- Research has covered a lot f 
rect mail. You people in advertising of ground and includes dealer reac- t 
agencies, you advertising and mer- tion as well as that of the consumer. 
chandising people in retailing, are One specific campaign researched 
constantly exposed to readership fig- by Donnelley included three separate 
ures. Newspaper “A” can prove that Studies —two among consumers and t 
it is read by 636 of the local citi- one with dealers. The product was 
zenry. Magazine “B” can back up 4" automatic washer, with models in : 
claims of readership by 10 million the $250 - $400 price range. The cam- n 
eager-to-buy people. And, for a fee,  paign consisted of three tabloid mail- - 
you can learn that 29% of the men ‘ings. These were mailed at 4-week n 
and 34% of the women read most _ intervals. 7; 
of your ad in publication “C”. Survey No. 1: 

That’s all very helpful information, th 
and is available in helping you to The first survey was to determine je 
choose media to reach specific audi- what extent direct mail increases the th 
ences. But does anyone tell you how identity of the dealer. To accomplish id 
many television sets a page ad in this, we used a before-and-after tech- m 
The Chicago Tribune will sell? Does = ™'que. to 
anyone mention the number of tires Three weeks before the first mail- 

a page ad in the Saturday Evening ing went out, a questionnaire was 

Post will sell? No they don’t. Maybe sent to 2,000 people who were sched- 

some day we'll have computers to  uled to receive the mailings. Remem- ‘ 

give us that data. But, in the mean- __ ber, this was three weeks prior to the : 

time, readership seems to be the best first mailing date. Several questions a 

yardstick by which to evaluate adver- _ relating to washer ownership and buy- thi 

tising media. So let’s see how direct ing plans were included, but the key és 

mail fares in this respect. question asked the respondent to give mee 
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by Giles B. McCollum, 
Vice President, 
Direct Mail Division, 


Reporter’s Note: Getting dealers to take a long-range viewpoint toward 


the impression value of direct mail has been a major problem for many 
manufacturers. But The Reuben H. Donnelley Corp., 407 E. 25th St., 
Chicago, Ill., has made it a point to research most of their dealer mail- 
ings . . . to find out both consumer and dealer reactions. The interesting 
results of one such survey are described here by Giles B. McCollum, 
well-known vice president of Donnelley’s Direct Mail Division and presi- 
dent of M.A.S.A. International. This article is a condensed version of o 
well-received speech Giles gave at the recent South Florida M.A.S.A.— 
Miami D.M.A A. joint dinner meeting at the Biscayne Terrace Hotel in 


Miami. . 


. and again in Detroit last month. In his original talk, Giles 


admitted that direct mail “does wind up in the wastebasket.” But with 
these eye-opening survey results, he proved the direct mail message 
first implants itself in the human mind. “And,” he added, “that’s all we 


can ask of any advertising.” 


The Reuben H. Donnelley Corp., Chicago, Ill. 


the names of local dealers carrying 
various makes of automatic washers 
listed. The respondent was asked not 
to refer to the telephone directory, 
but to give these names from memory. 
Bear in mind that the dealers in this 
market have been advertising for 
years their name and the products 
they sell. 

— Only 15.3% were able to name 
the dealer handling the make we were 
about to advertise. 


Survey No. 2: 


Now ... one week after the third 
tabloid had been mailed, an identical 
questionnaire was sent to unother 
group of 2,000 who had received the 
mailings. 

— Of this group, 40.5% knew the 
name of the dealer who had sponsored 
the campaign. 

I think we can safely assume, then, 
that the program did a pretty good 
job of identifying the local dealer . . . 
three times greater than the dealer 
identification reported by the pre- 
mailing group. But then we went 
to... 


Survey No. 3: 


About two weeks after the third 
and last tabloid had been mailed, we 
sent a different questionnaire to still 
another 2,000 names. There were 
three key questions this time. The 
first was: “Have you received in the 
mail during the past six months any 
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advertising for automatic washers?” 
Notice that the brand name was not 
mentioned. Then we asked the re- 
spondent to name, if possible, the 
make of washer described in the 
advertising and the name of the local 
dealer who sent it. 

— 66% said yes, they DID remem- 
ber the advertising. 48% named the 
brand, and 42% the dealer. 


Survey of Dealer Reaction: 


A month after the last of the three 
tabloids had been mailed, we sampled 
the dealers who had sponsored the 
program: 

— When asked how many tabloids 
they would use the next time such a 
program was offered by the same 
manufacturer, 53% of the dealers 
said they would use as many or 
MORE than they used this time. 

— When asked to indicate the effec- 
tiveness of the program in bringing 
prospects to their stores, only 12% 
said “very good,” while 35% said 
“fair.” That's a total of 47% .. . 
less than half. The others rated the 
promotion “poor” or “don't know.” 

If these figures are beginning to 
confuse you, think how we felt when 
we tabulated the answers to the next 
question. Remember — less than half 


the dealers said the program was 


“very good” or “fair” in bringing 
prospects to them. But 
— When asked if any sales could be 


credited to the mailings, 87% said 


“YES”! 

These conflicting opinions are not 
at all unusual, we have found, and 
they seem to indicate that dealers 
arent quite sure what they expect 
direct mail to do for them. And they 
point up a very good fact: any form 
of local advertising, as far as con- 
sumer goods are concerned, must 
have the wholehearted support of the 
dealer. And that support will only 
be forthcoming if he thoroughly 
understands that the sale he makes 
today may well be the result of an 
advertising investment he made six 
months ago. 


Another Survey On Dealer ID: 


Another interesting check on cor- 
sumer impression was a different 
survey we made on a single mailing 
—a handsome 24-page rotogravure 
booklet for a leading manufacturer 
of TV sets and radio-phonographs. 

Here again, one of the objectives 
of our study was information on 
dealer identification. So about three 
weeks after the original mailing, we 
sent another copy of the booklet — 
but with no dealer imprint—to a 
representative segment of the original 
list. A questionnaire listing seven 
questions, three of which were key 
questions, was enclosed. First we 
asked: “Do you recall receiving the 


enclosed mailing during the past two 
(Continued on Page 48) 
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When it comes to promoting their line to 
dealers, this manufacturer of communications 
equipment really knows how to communicate! 


MASCO’S MASSIVE 
“OPERATION DM” CREATES 
“SOUND” SALES RESULTS 


rwo STATION 
INTERCOM 


LONG ISLAND CITY NOY 


Established 1918 


ARK SIMPSON Manufacturing 

Company, Inc. of Long Island 
City, New York, makes sound equip- 
ment, intercoms and amplifiers. Man- 
ufacturing under the well-known 
tradename MASCO, the firm has been 
a pioneer in their field since 1918. 
Under the top-management direction 
of a talented woman—Mrs. Miryam 


‘Simpson, president and general sales 


manager—the company has also ac- 
quired a considerable Boone-Crocket 
reputation for dramatic marketing 
moves. 

Her latest began last Fall . . . with 
important price changes in MASCO’s 
entire intercom line. The marketing 
plan for this dynamic decision was 
linked exclusively to a continuing 
promotion titled “Operation DM”... 
or “Operation Direct Mail.” 

Beginning back in October, the 
massive MASCO campaign has _in- 
cluded weekly mailings of four-color 
pieces...to more than 13,500 dealers. 

The colorful weekly dealer mailings 
have done an impressive job promot- 
ing masco’s Wireless Electronic 
Nurse, Wire-Less-Com, E Z Talk, 
Small Talk, Econofone and other 
units. During its first four months 
“Operation DM” has: 
> Increased Masco’s intercom sales 
17.8% ... while the rest of the indus- 
try reported a decline. 


>» Produced 165 new customers 
opening new dealer outlets for other 
MASCO products ~ ; well. 

» Added many new wholesale dis- 
tributors ... by first creating a dealer 
demand (For many years MAScO has 
by-passed mailing to distributors in 
favor of this approach). 

Already recognized as one of the 
most extensive direct mail campaigns 
ever undertaken by a sound equipment 
manufacturer, “Operation DM” will 
continue for several months . . . lead- 
ing up to a dramatic climax. This, 
says sales-wise Mrs. Simpson, will 
be an unveiling of several new items 
. . » boosting MAsco’s present roster 
of 207 established products. 

As the four-color “Operation DM” 
continues, one thing is sure: This 
intercom manufacturer really knows 
how to communicate with dealers. 
And . . . how to create “sound” sales 
results. @ 
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An inside look at the nation’s number 
one weekly, and how it got that way 


in just five short years... 


BEHIND THE SCENES 


WITH 
TV GUIDE’S 
DIRECT MAIL 
PROGRAM 


r GUIDE as a national magazine 


reaches its fifth birthday this 
month on April 3rd. We are young- 
sters indeed among print media. But 
in that period, we have achieved a 
circulation it took Readers Digest 25 
years to attain, or Life 20 years. 

In building TV Guide to its present 
position of number one weekly, man- 
agement chose first to concentrate on 
public acceptance. We were convinced 
that to speed up the careful and 
leisurely study advertisers tradition- 
ally give new print media, we must 
deliver an audience about which 
there could be no skepticism. There- 
fore, our major promotional effort 
for the first three years was concerned 
with winning public acceptance and 
response. Of course, we had space 
salesmen on the street right from the 
beginning, and carried on mild adver- 
tising promotion. But by and large we 
concentrated on maintaining high 
editorial quality, building distribu- 
tion and selling magazines. 

About two years ago our circula- 
tion department was able with cer- 
tainty to forecast our ultimate arrival 
at our present position — America’s 
largest selling weekly magazine, sec- 
ond only to Reader's Digest among 
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all magazines. At that moment, man- 
agement decided it was time to begin 
intensive space selling, backed by 
comprehensive advertising sales pro- 
motion. This new promotional effort 
was to be made, of course, without 
losing any of the momentum we had 
built up in circulation promotion. 


Planning: “Brisk Critical Debate” 


Promotion at TV Guide now falls 
all in one department, which reports 
to management co-equal with the sales 
departments. Consequently, our daily 
morning promotion conferences find 
us weighing and fitting together the 
demands of circulation, advertising, 
occasionally editorial, general public 
relations, employee relations, and all 
the by-products these demands imply. 
In these sessions we plan strategy and 
tactics as fully as experience and 
foresight allow. We carry on brisk 
critical debate about every project in 
progress, and conclude how we can 
use similar theme material and some- 
times even the same graphics in 
various promotional areas, with suit- 
able twists for each purpose. 

Morning meetings are in no sense 
the pallid “group thinking” exercises 
seemingly so popular today. When I 


WHY YOUR FAVORITE SHOW WENT GFF THE Aim 


Reporter's Note: If you‘re a TV viewer, chances 
are you're a TV Guide reader. This biggest 
little magazine in the country has skyrocketed 
to top weekly seller in record time. Celebrating 
its fifth anniversary this month, TV’s bed-side 
companion has also racked up its share of 
 ttional advertising linage . . . in record time. 
One of the main reasons is the publication's 
powerful continuing program of direct mail 
advertising promotion. This behind-the-scenes 
story of how it operates was given by national 
promotion director Fred Stapleford at the Third 
Annual Seminar of AAAA’s Rocky Mountain 
Council in Denver last month. Just as we were 
going to press with his fine talk, Fred Staple- 
ford upped and moved from TV Guide in 
Radnor, Pa., down to Philadelphia . . . where 
he’s now assistant to the publisher of The 
Philadelphia Inquirer. But the outstanding re- 
sults of his direct mail efforts for the Guide 
still remain . . . as a real tribute to its pub- 
lishing growth. 


say we carry on brisk critical debate, 
I mean we sometimes get a little red 
in the face and holler . . . and you'd 
better be prepared to have somebody 
say, “That stinks!” 

Frankly, I believe the published 
rules for formal group thinking are 
just too civilized and gentlemanly. 
Minds have to spark off one another, 
like flint off steel: not drip goo at 
each other, like marshmallow on ice 
cream. If there is anyone so arty or 
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HOW WE CHISELED OUT 
A SOLUTION TO 


AN INTERESTING 
DIRECT MAIL 
PROBLEM 

by Fred Stapleford 


ON of our salesmen in Seattle asked an account executive one 
day, “How do you like TV Guide's direct mail?” 

Without a word, the man reached into his file and handed over a 
huge batch of unopened mail bearing the TV Guide return ad- 
dress. “It’s sealed so tight,” he said, “I'd need a chisel to get into 

The comment, the batch of unopened mail, and a plaintive 
bleat from our salesman reached my desk poste haste. It was an 
interesting problem. We knew the account executive was a good 
one, and that he wanted to know about arly medium that could 
help his account sell. His challenge to our direct mail had to be 
met. . . his interest recaptured. We accepted the challenge . . . 
resolved to meet him head-on . . . make him read that mail. 


| had my people buy me a common carpenter's chisel. We sprayed 
it with gold paint, and tacked my business card to it. We then 
packed the unopened mail he had given us, topped with our 
salesman’s plaintive memo, laid in the chisel . . . and mailed the 
whole bundle directly back to the account executive. 


Naturally, to preserve the great American Horatio Alger tradition, 
| should be able to tell you that he bought space from us. But I'll 
go that one better—by showing you the final paragraphs of a 
subsequent memo from our Seattle salesman (Real names are 
carefully left in so that you can check the facts if you'd like): 


“Baker left the still unopened mail, my memo, and the gold-plated 
chisel on his desk for one week. He stated that 35 people com- 
mented on the display. BUT MOST IMPORTANT—he was vitally 
aware of TV Guide during the critical period of putting their 
media list together for Dentur-Eze, Inc. 


“From then on it was competition against 7 other national media. 
This Week and TV Guide were the final two. 


“Several other things happened along the line, but the total effort 
paid off with an insertion order for $14,992—the entire adver- 
tising budget of the year for Dentur-Eze! 


“As Bob Baker, the account executive, phrased it: ‘This is un- 

doubtedly the greatest unopened direct mail campaign | have 
ever experienced.’ 

Sincerely, 

Harvey Long” 


sensitive he cannot defend his brain 
children on his feet and at top decibel, 
he doesn’t belong in commercial pro- 
motion. At least, that’s been our ex- 
perience. We seem to stay better 
friends and — more important 
emerge with better ultimate results 
in the old-fashioned rough-and-tumble 
bull session. 


The Broad Direct Mail Picture 


Our overall mission is to make 
advertisers and their agencies 7V 
Guide-conscious. And do it in a 
hurry! Yes, we use trade and news- 
paper media advertising, in generous 
measure. But we are not content to 
rest on those insertions. So we come 
to our first use of direct mail, cer- 
tainly an orthodox one: 


e Reprint mailings, designed to 
reach prospects’ desks and eyes spe- 
cifically. We believe in merchandis- 
ing our own print advertising to the 
fullest. 

We also have salesmen operating 
out of thirty cities. Some excellent, 
some good, some rookies. We haven't 
enough of them to call on each pros- 
pect every week . . . and we want 
TV Guide to call on them no less 
than once a week, sometimes oftener. 
That’s our second use of direct mail: 


e To make sure some word about 
our magazine reaches each person 
who should have the word no less 
than once a week, all year ‘round. 

Theory is dictated by what 7V 
Guide is: a national magazine with 
unprecedented regional and local dis- 
tribution. TV Guide has a national 
editorial section which appears on 
newsstands across the country for 
each issue. Into this section are in- 
serted fifty separate editions each 
week whose programming reflects the 
markets each covers. We are useful 
for national advertisers, for regional 
advertisers, and for local advertisers. 
Our promotion has to emphasize each 
usefulness, and must reach each kind 
of advertiser where he is and on his 
own terms. 

This is why direct mail is so im- 
portant to us... it allows a flexibility 
we cannot overlook or fail to exploit. 

We invest roughly one third of our 
entire advertising promotion budget 
in direct mail, not counting postage. 
All of it is conceived and created in 
our own shop at Radnor, Pa. We take 
it from idea through all stages to 
final pre-press check. Our lists are 
built and maintained by our own 
people, who check them constantly 


(Continued on Page 50) 
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SOME TYPICAL TV GUIDE ADVERTISING PROMOTION CAMPAIGNS 


q SEVEN DAY SHOWCASE FOR FOODS 


This Seven Day Showcase for Foods effort had to convince what was to 
us a whole new category of advertisers . . . many of them regional 
in their outlook. 

We used an outsize stock, unusual design treatment, and off-beat heads 
over one-fact-per-card arguments. We mailed ten pieces in all on a 
frequency of one every other working day for an entire month: in that 
time, we mailed a total of more than 150,000 units just in the food area. 
Since the showcase campaign attacked in all channels of communication, 
we again needed a piece for salesmen to use in calls. But in this case, 
because many of the prospects were new to us, we had a lot of dato 
we wanted in their hands, too. So we borrowed the Dialmanship trick 
of binding together the mailers. But we went one step further and in- 
terleaved the mailers with supporting data sheets. Thus we created a 
dual-purpose, brightly illustrated leave-behind . . . combined with a 
detailed compendium of pertinent charts, projections, and comparisons. 
Results? For one thing, two letters asking us for goodness sakes to let 
up on the mail. But more important, within seven days after the last 
mailing, we had seven new food advertisers signed. Within six months 
that total swelled to fifty-seven. Our advertising director still credits the 
Seven-Day Showcase campaign with breaking the dam. 


FOUR-STAGE BELGIAN CONGO CAMPAIGN » 


Here was a small special-effort campaign aimed at some thirty people especially influential in 
TV advertising. The campaign was a four-stage mailing. 

Mailing #1 was a University of Pennsylvania Museum replica of Penzu M’Bongo, an authentic 
Belgian Congo fetish. A hand-written note went in the box to each executive target, in which our 
advertising director, Mike O'Neill, wished the recipient luck in the rating wars. 

Mailing #2 was an authentic cable from Leopoldville in the Belgian Congo, arranged with the 
help of some fast international dickering. The cable said: “‘Penzu omniscient but not omnipotent. 
Suggest you hedge with TV Guide.” 

Two days later . . . a simulated Belgian Congo package arrived with a humorous note on the sta- 
tionery of a fictitious Leopoldville company. This note made the point at greater length that re- 
search among the witch doctors indicated TV GUIDE as pretty strong medicine for sick TV shows. 
A copy of our Fall Preview issue was included, with a faked address label to the Leopoldville 
correspondent. 

Fourth mailing was a telegram from Mike O'Neill, datelined Philadelphia, which said in part: 
“Hope you had as much fun with Penzu as we did. Influencing a TV audience is a serious busi- 
ness. Suggest you turn to TV Guide to talk up tune-in.” 

Results? In this sort of thing, hard to assess. It wasn’t designed for more than intrigue value. 
Recent surveys show that over half the recipients display Penzu in their offices. 


q 1957 TUNE-IN CAMPAIGN 


Our targets for this campaign included every major advertiser, 
agency and medium with commitments in television. The cam- 
paign occurred in August and September, when fall programming 
promotion was being set. The series was completely integrated 
with our space campaign. 

We sought an entertainment atmosphere, but with hard-hitting 
copy style definite continuity hook. We mode mailings for five 
weeks on two consecutive doys in each week, and closed with a 
sixth week piece. Copy limit per piece was set at 100 words. 
Our continuity hook was the word “Dialmanship,” a word we 
coined to describe the practice of selective viewing. We extended 
the life of the mailers by drawing them together into a sales call 
booklet. 

Results? More comment from the field than on any other caom- 
paign we'd ever done: a substantial increase in tune-in adver- 
tising orders over 1956, when we had not used direct mail. 
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It is no small task to promote the use of direct mail to 
insurance agents on the general agency plan. The direct 
writing companies have enforced programs, but those of 
us dealing with independent agents have a real chal- 
lenge. 
This little Educators folder is directed to our 400 agents 
. in the everlasting interest of keeping them “direct 
mail conscious.” Here’s how it was born: 
We were scratching our heads for an idea to arouse 
our agents recently when one of our district managers 
was present. In the course of chewing the fat he told me 
of his personal experience with direct mail, and | listened 
with interest. 


DIRECT MAIL 
WON’T WORK 


Unless... 


by James R. Penton, 
Advertising Director, 
Educators Mutual Life Ins. Co., Lancaster, Pa. 


After he'd left the room, | continued my quest for an 
idea . . . just one good idea. Suddenly, like the tele- 
vision funny men, | did a double-take. Our district man- 
ager had just given me an idea—what seemed to me a 
swell one because it came from a man in the sales field. 
Ten minutes later Mr. Bill Hohenwarter was convinced 
that his Company's Advertising Department was crazy. 
He was posed—expression-wise—for the illustrations in 
this folder. Inside contains his story. 

It isn’t a work of art, we know. It’s vari-typed, the pic- 
tures are flash shots—and there is even a misspelled 
word! But we think it interests our agents in a colorful, 
yet economical way. And in spite of its title . . . it works! 
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EVERAL YEARS AGO | went to work in the insurance 

field with a nationally known direct writing company, 
selling Fire, Casualty and A&S. Naturally, I signed a 
contract which outlined my duties and specified the 
benefits | was to receive as an employee. 

One of the clauses, however, | classed as a stupid 
detail when I fully realized the obligation that it placed 
upon me. This clause stated in essence that “the agent 
agrees to send to the company the names of at least 12 
persons weekly . . . who would receive mailings regard- 
ing specific types of coverage. In addition to this, the 
agent will use all specialized mailings deemed necessary 
by the company from time to time.” 

As time went on, these reports, like all reports that 
salesmen make to their bosses, became an unhappy detail. 
With weekly reports of calls, pre-planned reports for the 
next week’s calls, and written reports of interviews com- 
pleted . . . weekly mailing seemed to me just another 
demand on my already short leisure time. I definitely 
was not sold. Prior to this | had been a drug salesman 
and had seen the immense quantity of advertising material 
sent to physicians which is placed immediately in the 
waste basket. No doubt about it— I was prejudiced 
regarding the value of direct mailings. 

As a result, | was lackadaisical in fulfilling this re- 
quired detail of my job. On more than one occasion 
my sales manager had me on the carpet. 

In particular, I remember one letter that I received 
from him. I had had an especially successful sales week, 
after | was in the field 2 months, and had written several 
small lines totaling $1200 new business. Frankly, I was 
proud of my work . . . and promptly received a letter 
from my sales manager congratulating me in one 
short sentence. The balance of the memo was devoted to 
hauling me over the barrel for not having made my 
required mailings for the previous week. This was quite 


an epistle and he informed me that if I did not 


12 letters week to poeple on the list. Then 


complete these requirements as spelled out in the contract 
I could look for another job! 

Perhaps my negative attitude would have continued 
longer . . . if | had not had this dramatic experience . . . 

One truck dealer prospect I had contacted monthly . . . 
without success . . . trying to survey his insurance needs. 
However, in one of my mailings, I sent this man a letter 
concerning group A&S. It must have been 10 days later 
when I received a telephone call from him . . . asking 
me to see him and explain our group coverage. The 
reason he had called me, he said, was because he had 
the mailing that I had sent him concerning this type of 
insurance, and he remembered my previous calls. 

Well, to that date I had not written any group A&S 
for the company: so I boned up on the manuals, got 
in touch with my group rep (who was unable to make 
the appointment), got his sales approach, kept the appoint- 
ment with my prospect, and that morning wrote my first 
group case! If that had ended the story it might not be 
impressive, but this client, who became mine as the 
result of a direct mail piece, became my best center of 
influence! Eventually (within 6 months) I had written 
all the fire and casualty for his home and business with 
a total premium of another $4,000. In addition, he made 
pre-approach calls for me on every trucking agency selling 
the same type of trucks in my 4 vounty territory 
and as a result of this influential man’s recommendation. 
in every case I sold these agencies a similar case of A&S 
and became their agent for all other insurance! All told, 
he opened doors which led to $35,000 in annual pre- 
miums! I also sold all of the truck sales agencies of the 
same franchise in my area, several of his competitors, 
two auto supply companies and 5 or 6 small repair 
garages!!! Besides selling home and auto coverage to 
all of his employees!!! What wonders that piece of 
mail performed for me! ! ! 

After this experience | had a gleam in my eye for 
direct mail and gradually developed a sound approach. 
At the end of a year with the company, | was mailing 
weekly 4 to 6 times my contract requirements. 

I came to believe the idea that direct mail is not 
primarily a lead-getting medium . but rather its true 
function is that of being “the heavy artiilery of pre- 
approach”. 

Let Me Illustrate. 

As time went on, | worked out a plan of merchandising 
the homeowners package, a new policy at that time. | 
picked out 7 or 8 of the best residential areas around 
the city (Lancaster) and secured a city directory. Then 
I sent 100 to 200 mailers to either every home in the 
area or to a selected number of homes. I was unable to 
follow through all these mailings: however, this was 
only the first step— the opening barrage. 

A month later I began pinpointed repeat mailings — 12 
letters a week —to people on the list. Then came the 
personal knock on their door — the all important follow- 
up visit. 

In my first year of this activity | sold 54 homeowners 
packages, all replacing individual policies sold by local 
brokers. That year I was district leader in H.O. sales 
in my tri-state area. The main accomplishment of these 
2-stage mailings was that when I first approached my 
prospect he had always heard of my company, even 
though he did not in many cases remember my mailing. 
Again, it always gave me something to say that had direct 
bearing on the purpose of my visit. In other words, these 
pre-approach letters organized my approach — and this 
organization sold insurance. 
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B.R.C.* Inserts In Paperbound Books Create 
A New Medium For Big Mail Order Sellers: 


Why dons 
families whe of 


A REPORT ON “BOOKVERTISING” 


Wi INTO practically any drug 
or stationery store and one of 


the first things you see is that big 
rack of pocketbooks . . . those popu- 
lar paperbacks which form a display 
maze of colorful fiction and non- 
fiction titles. If you’re a paperback 
rack browser (most of us are) you 
can't help noticing something new 
has been added: 

Mail order business reply card in- 
Serts. 

With attention-getting color and 
illustration, these inserts have be- 
come partners in a marketing mar- 
riage of direct mail and book “space”. 
The union of mail order offers with 
top-interest reading (stimulated by 
dramatic paperback covers) has 
boomed into an important new 
medium for big mail order sellers. 


“The Quality Book” Group 


Large-scale paperback mail order 
was launched in January when Pocket 
Books, Bantam Books and New 
American Library formed an associa- 
tion to sell their more than 100 mil- 
lion annual circulation to selected 
advertisers. Known as The Quality 
Book Group, the publishing trio puts 
out approximately 40 fiction, non- 
fiction and how-to titles each month 
priced between 25¢ and 75¢. 


(Typical best sellers: Compulsion, 
The FBI Story, Marjorie Morning- 
star, The Last Hurrah, etc.) 

The Quality Book Group offers ad- 
vertisers their choice of either loose 
or bound-in inserts . . . all built 
around business reply cards. Quality’s 
Rate Card #1 issued in January lists 
non-bound inserts (hand slipped) at 
$21 per thousand for two-color double 
posteards; $24.50 per thousand for 
two-color triple postcards and $28.50 
per thousand for four-color triple 
postcards. Minimum quantities for 
loose inserts are 200,009 for two- 
color, 500,000 for four-color. 

Bound-ins are sold as four-page 
inserts .. . either spread or gatefold. 
Per thousand rates are $5.50 per 
page for four-color; $4.75 per page 
for black and one color; $4.45 per 
page for black and white. Minimum 
quantity is 500,000 for all bound-ins. 

All Quality Book Group rates in- 
clude printing: and 15% commission 
is allowed for recognized agencies. 


A Five Year Development 


Present circulation of the medium 
includes more than 100,000 retail 
outlets across the country. 34.8% of 
the distribution is in drug stores: 
28.7%, confectioneries, groceries and 
supermarkets; 17.2% variety and de- 
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* Business Reply Cards 


partment stores; 11.4% newsstands, 
travel terminals: 2.3% bookstores 
and stationers and 5.6% miscellane- 
ous. 

As a medium, paperback advertis- 
ing has been developed during the 
past five years by Leon Shimkin. 
president of Pocket Books, and Roy 
Benjamin of The Benjamin Company. 
With offices at 600 Fifth Avenue, 
New York, The Benjamin Company 
is advertising representative for The 
Quality Book Group, as well as other 
publishers. President Benjamin, a 
Hundred Million Club member for 
nine years, believes paperback adver- 
tising is a mail order natural which 
he calls “an interesting marriage of 
direct mail and space advertising.” 
As he explains: 

“It’s hard to define the medium as 
it exists today . . . but the reply card 
is the key to its success. And certainiy 
there is no battle with direct mail 
because the same people who use 
their talents to develop orders and 
leads, contribute appropriate ideas 
and production techniques for this 
program. 

“Each publisher sets his own policy 
on the type of advertiser and the 
technique to be accepted. Currently. 
Pocket Books is running a heavy 
schedule of loose inserts and bound-in 
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four-color gatefolds and spreads. 
Bantam and New American Library 
are presently restricted to loose in- 
serts. But either way, it’s the size, 
quality and responsiveness of this 
book audience which has convinced 
leading advertisers that good paper- 
bound books represent a major, new 
medium. 

“And as inserts, gatefolds and 
other bind-in devices become increas- 
ingly popular, The Quality Book 
Group is deveioping a variety of 
techniques to produce best results for 
specific advertisers.” 


Special Offers Popular 


It’s natural that book and magazine 
sellers have been the first to try The 
Quality Book Group’s new techniques 
and multi-million distribution. Most 
publishers find special offers appeal 
to the paperback book audience. Some 
of the many found in recent pocket- 


books include: 


e@ A free offer of Plato & Aristotle volumes 
for joining The Classics Club. 


e A “4 Free Books” offer for membership 
in The Literary Guild of America. 


e A set of valuable reference books for a 
trial subscription to Book-of-the-Month 
Club. 


e Time, Life and Sports Illustrated at 
money-saving introductory rates. 

e A free $2.32 Reader's Digest Condensed 
Book. 

These paperback inserts were de- 
signed with headlines announcing 
“Special Offer To Pocket Book Read- 
ers,” “Introductory Offer To Pocket 
Book Readers,” etc. 


Definite Advantages 


Whether or not overall results of 
paperback inserts can match pure 
person-to-person list selection remains 
to be seen. But in its infancy. the new 


(Continued on Page 56) 
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“Candid” copy and format made this mailing 
from The Bellows Company ... 


A KNOCKOUT 


INDUSTRIAL 


DIRECT MAIL PIECE 


Pp“ L BRINGE sent us a piece re- 
ceived by the president of Mil- 
waukee Dustless Brush Company. 
Since Paul is best known as an in- 
veterate negative critic (sometimes 
belabored as a sourpuss), if an in- 
coming piece of mail is labeled as a 
“knockout” . . . it must be something 
extraordinary. 

The envelope was hand addressed 
to Mr. Geo B. Hunt. A return address 
of 230 W. Market St., Akron 9, Ohio, 
was printed as corner card, but piece 
was postmarked “Milwaukee” with 
first class (6¢) postage Printed at 
left of addressee’s name in script: 
“A collection of snapshots for .. .” 

Inside the 634” x 414” envelope 
was a well simulated photo finisher’s 
manila folder with handwritten name 
of recipient, order code number, date 
promised and hand simulated details 
about type of film, size, how many 
prints. Envelope carried at bottom 
logotype of The Bellows Co., Division 
International Basic Economy Corp., 
Akron 9, Ohio. 

Inside the folder a cleverly folded 


pocket contained eight 342” x 412” 
pictures . . . processed on slick paper 
and with usual photo finisher’s pinked 
edges, exactly like amateur snapshots. 
Pictures showed typical factory scenes 
of Bellows installations. On back of 
each . . . a short and clear descrip- 
tion of purpose of equipment and 
results. Behind the pictures was a 
business reply card for requesting a 
call by sales engineer to discuss Con- 
trolled-Air-Power Devices. 

A beautiful example of slick plan- 
ning. Evidently produced in Akron 
or nearby and then sent to district 
offices for addressing and mailing to 
best locally-known prospects. Even 
though piece appears to be costly 
it was probably produced economi- 
cally by running pictures together on 
one work-and-turn sheet with descrip- 
tions on back . . . then cut apart with 
a “pinking” die-cut. 

We'll give a hypothetical Gold 
Palm for this outstanding example 
of intelligent and out-of-the-rut in- 
dustrial direct mail. @ 


THE REPORTER OF DIRECT MAIL ADVERTISING 


The Bellows © 


oe © 


AKRON 9, OHO 


j 

a { 
4 ¢ 

/ 

>RINTS 
+, 


“The salesman has an advantage that a copywriter 
doesn’t have. The salesman is standing right there 
or sitting across the desk from his client,” says 
this circulation director, who tells . . . 


WHAT YOU CAN LEARN 


FROM SALESMEN 


by Stanley Roy, Circulation Director 
Office Appliances, Chicago, Ill. 


to read two or three paragraphs to 


Reporter's Note: It's well known that some of the best creative people 
hear you out. He can crumple your 


in advertising have come up through the ranks of front-line selling. This 


article tells how anyone can turn himself into a salesman . 


. . to write 


better letter copy. Stanley Roy, circulation director of Office Appliances 
magazine, 600 W. Jackson Blvd., Chicago, Ill., has been a letter-writing 


“salesman” for ten years. “What You Can Learn .. . 


is from a recent 


talk Roy delivered at the Chicago Circulation Round Table, where he’s 
a past president and present Policy Committee member. He says sales- 


men have an advantage over copywriters . . 


OWARD DANA SHAW SAID IT: “The 

hardest part of writing a sales 
letter is not the writing at all— it’s 
the head work that comes before the 
finger work.” 

You can describe it as research, 
study, analysis, hard headed judge- 
ment, and perhaps even as simply as 
thinking. Most of it involves trans- 
forming yourself. It means turning 
yourself into a salesman; getting on 
the other side of the desk; assuming 
the other person’s viewpoint. 

In the more than 10 years I’ve been 
writing sales letters, I'd say I’ve learn- 
ed more from salesmen than I have 
from copywriters. A salesman has to 
go out, obtain permission to see his 
client, greet him, establish a cordial 
relationship and then go about the dif- 
ficult business of selling the client on 
his product or service. He eventually 
must close the sale, mainly by creat- 
ing the desire within his client to 
want to do business with him. 

The salesman has an advantage 
that a copywriter doesn’t have. The 
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. so become a salesman! 


salesman is standing right there or 
sitting across the desk from his client. 
His very physical presence has a 
tendency to force the customer to act. 
This is something you can never 
duplicate by mail. 


“The First Few Words” 


It has been said that the opening 
phrase of a letter is as important as 
the first few words used by a sales- 
man. Unquestionably, it is even more 
important because very few people 
will turn around and walk away from 
a salesman after he has just said one 
sentence. Almost anyone would have 
the courtesy to hear the salesman out 
for a few minutes. 

That is not true of a letter. Your 
recipient is busy. He sees your letter 
in a stack with a lot of others. He 
takes a look at several different parts 
of your letter but primarily the open- 
ing. If it is uninteresting, chances 
are your letter won't even get a read- 
ing. The reader does not feel obligated 


letter in his fist within a second and 
throw it into the wastebasket without 
thinking of offending you. 


How To Prepare Like A Salesman 


The first step in actually writing is 
to establish an outline of all the points 
that you want to cover . . . and pre- 
ferably to put them in the order in 
which you want to mention them in 
your letter. This should help you to 
establish continuity and direction 
. . . like a good salesman does. 


“Whatever It Takes” 


Did you ever hear of a salesman 
going in to sell a person on the basis 
that he would spend only five minutes 
in doing so? Why give yourself such 
a letter handicap? Don’t worry about 
the length of your letter. Concentrate 
on making the best possible sales pre- 
sentation in the form of the written 
word that you possibly can. If it’s 
two pages long and you have good 
“meat” in every paragraph then your 
finished letter should be two pages 
long! It would be unthinkable to re- 
duce it to one page taking out vital 
reasons for buying just to get your 
letter down to one page. Remember, 
whatever it takes to sell your reader, 
is what you should do, within the 
bounds of reason and ethics. 
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A Good Salesman Is Sincere 


Your entire letter must have sincer- 
ity shining through each paragraph. 
The moment it doesn’t you've lost 
the interest, respect and attention of 
your reader. Try and get on the read- 
er’s side. Anything that you can do to 
establish your identity with him on 
his side of the fence is a plus benefit. 


Answer These Questions 


Be sure to give all the necessary 
information so your reader can make 
an intelligent decision as to whether 
he should purchase or not. Don’t rely 
upon an emotional appeal. Don’t think 
that you are going to rush him, by 
using action words, into grabbing the 


pen and putting his name on the 
dotted line. There has to be enough 
information in your mailing to an- 
swer questions and objections he 
would expect a salesman to answer 
before you will get the order. 

Of course like any salesman, you 
must ask for the order. I think it is 
probably a good idea to ask for it at 
least twice if you can. As far as that’s 
concerned you can mention action on 
the part of the reader or customer in 
each paragraph. You can’t expect the 
order unless you ask for it. Good 
Salesmen know how to “close” the 
sale. 


Watch Your Dress 


I haven’t mentioned anything about 
a salesman’s physical appearance . . . 


but you know it’s got to be good. Just 
as your letterhead, envelope and other 
mechanical aspects of your mailing 
must be good. The letterhead should 
have a beneficial effect on your letter 
or else you should use another letter- 
head. If your copy is dignified and 
your letterhead is gawdy, the con- 
tradiction will be sensed at once by 
the reader. There must be a rapport 
between the letterhead and the copy 
or at least there should be no contra- 
diction. 


Turn Yourself Into A Salesman 
To sum it up—lI think the best 


thing you can do to help yourself in 
writing successful sales letters is 
“know your customers . . . then turn 
yourself into a salesman.” @ 


HOW “WORD-OF-MOUTH” ADVERTISING -— 


SELLS FOR VOLKSWAGEN 


by George Griffin, 


Director 


George Griffin Publications 
West Carrollton, Ohio 


Brak FACE IT. Newspaper 
radio . . . television . . . maga- 
zines . . . even direct mail. All these 
forms of advertising take a back seat 
to the oldest form of all: 

“Word-of-Mouth.” 

The first time we got a real, good, 
long look at the power of “word-of- 
mouth” was two years ago when 
Dayton Volkswagen revealed to us 
the fact that while they had never 
advertised, they were virtually selling 
more cars than they could deliver. 
This he attributed to word-of-mouth. 

“Not only are our owners the com- 
pany’s best salesmen,” he told us, 
“but even prospects become so en- 
thusiastic, they're out selling for us.” 

Our assignment was to keep this 
word-of-mouth advertising working 
for the dealer. It was a welcome 
assignment on two counts: First, the 
foresightedness of the dealer to em- 
ploy advertising, not to create sales 
today. but for tomorrow, formed 
what we contend is an almost ideal 
client-attitude. And secondly, we had 
a product to promote, over which 
even we could not fail to become 
genuinely enthused. 

The key, of course, to sustaining 
the word-of-mouth campaign was to 
provide it with fuel. Give them some- 
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thing to talk about. Thus, the publica- 
tion now known as Wagen Meister 
was born. 

It began modestly (originally 
mimeographed) and to this day re- 
tains a “homey” atmosphere readers 
enjoy and demand we keep. Wagen 
Meister contains eight 542” x 81.” 
pages. It’s lithographed in black and 
white on good stock, issued once 
every six weeks, and sent by the 
Volkswagen dealer to his mailing list 
of prospects, owners, and “possibles.” 

The publication is produced in 
quantity to reduce costs. Then in- 
dividual dealer names are imprinted 
on one page for their copies of each 
issue. As a service, we handle im- 
printing, addressing and mailing if 
desired. For the dealer’s protection, 
no “outside ads” are ever run in 
Wagen Meister. 

By establishing files of reference 
material and using available free- 
lance sources, every issue is packed 
with material into which readers can 
really sink their teeth. Unusual facts 
about the car . . . records it has 
broken or established . . . unique 
applications of the vehicle. All in 
interesting, illustrated, editorial form. 
The reader never feels he is having 
advertising crammed down his throat. 


And this presentation creates the de- 
sired advertising effect . . . for stimu- 
lating “word-of-mouth” impression. 
The reader talks . . . to his friends, 
his business associates, practically 
anyone and everyone. First, about the 
car ... second, about Wagen Meister. 
The result: Increasing enthusiasm for 


Volkswagen . . . and new names, all 
the time, for the Wagen Meister mail- 
ing list. 


These are the names which create 
“word - of - mouth” advertising .. . 
which in turn creates Volkswagen 
sales. @ 
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CLEVER CARTOON PERSONALITY SELLS 
“IN PLANT SELLING” FOR THREE 


DAIRY TRADE PUBLICATIONS 


MR. IPS, a clever direct mail car- 
toon personality, is doing a triple 
selling job for Olsen Publishing Com- 
pany. 1445 N. 5th St.. Milwaukee 12, 
Wisconsin. The combination “sales- 
man-public relations man” was cre- 
ated as a symbol for “In Plant 
Selling” power of Olsen's Milk 
Dealer, Milk Products Journal, and 
lee Cream Review. 

The Mr. IPS campaign, directed to 
advertising agencies with interests in 
dairy markets, began late in “57 with 
the three die cut and trick fold direct 
mail pieces. They explain how this In- 
Plant Salesman gets into the nation’s 
various dairy plants each month with 
advertisers’ sales messages. 

In each of the mailings, the car- 
toon personality visits key people in 
these plants and does a pre-selling job 
for the advertiser. The publications’ 
content is the “good company” that 
Mr. iPS keeps . . . and space rates are 
his “small expense account.” 

The Olsen Mr. IPS promotion will 
be continued through 1958 . . . sup- 
plemented by trade paper advertising. 

The kickoff mailing piece — “Pre- 
senting Mr. IPS” won a “Best 
Fifty” Award in the nation-wide 
Printing Industry of America compe- 
tition . . . and is part of the PIA’s 
traveling exhibit. @ 
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He's not « new man — in fect, he's been on the job since 1910 
when the first Ohen dairy trade paper got started. MR. IPS 
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WHAT'S HE PUTTING INTO 


HELPS YOUR PRINTING HIT THE RIGHT NOTE? 


What's in a fine violin that helps give 
it a brilliant tone — a more beautiful 
look? Hardwood! What's the secret of 
making finer bond paper? Hardwood 
— if you know how to use it. And 
Hammermill does with an exclusive 
hardwood pulp called Neutracel®. 
Hammermill’s Neutracel unlocks 
the secret of hardwood to give Ham- 
mermill Bond greater opacity—gives 
your printing better contrast, a 
crisper look. It helps you produce 


better-looking letterheads, enclosures, 
business forms. Neutracel blends with 
other quality pulps to knit all the 
fibers together more closely—smooths 
out the tiny “‘hills and valleys’’ you 
find on the surface of most papers. It 
gives Hammermill papers a smoother, 
more level printing surface than was 
ever possible with softwoods alone. 

And new Hammermill Bond has 
greater strength and bulk; neater fold- 
ing, too. Neutracel gives a more 
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important snap and feel that says 
quality. It makes good printing look 
even better. 

You'll like new Hammermill Bond 
with hardwood's finer fibers. So will 
your customers. Hammermill Paper 
Company, Erie, Pennsylvania. 


Ask for 


with Neutracel’s finer fibers 
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Your reproduction’s 
as good as gold on 
Hammermill Opaque 


You get finer detail, truer reproduction when you print 
on Hammermill Opaque. The reason — it’s made with 
Neutracel™, the exclusive hardwood pulp that gives 
Hammermill papers a smoother, more level printing 
surface. And, Hammermill Opaque’s dazzling whiteness 
gives colors greater impact — adds sparkle to black and 
white jobs, too. Try Hammermill Opaque for work and 
turn; its greater opacity practically eliminates “show- 
through.”’ Choose from four handsome finishes and five 
substance weights. 


Lithographed on Hammermill Opaque, Substance 70, Vellum finish 
Manufactured by 


HAMMERMILL PAPER COMPANY - Erie, Pennsylvania 


pre-Hispanic gold work. Colombia, South America 
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UPGRADING 
LETTER COPY 


by Paul Bringe 


Milwaukee Dustless Brush Co. 


The opening phrase of this letter 
certainly gains attention. Rubber 
parts molds are not cheap. Here, 
apparently, is a chance to eliminate 
that cost. This sentence will interest 
any man who must buy rubber parts. 

But after saying it, the writer does 
nothing with it. His following five 
sentences are just words strung to- 
gether. Here are platitudes that will 
get at best a “So what” response. 
There is a grammatical error also but 
that wouldn't be noticed if the writer 
was saying something. In the third 
paragraph he repeats his opening 
phrase (obviously he likes it) and 
then mumbles something about being 
“of service.” This is very much like 
the salesman who calls on you be- 
cause he is “in the neighborhood.” 

If Atlantic India Rubber Works 
gets any appreciable response to this 
letter, and I suspect they do, it is 
because of the power in the opening 
thought. The letter should strive to 
make that thought believeable. 

Most buyers think their part is 
special — that no mold exists for it. 
The task is to convince the reader 
there may very well be a mold he 
can use. Thus, the reference to 
“thousands of molds” and “chances 
are four to one.” The reader must be 
offered a very good chance of success 
to make him take the trouble to send 
in parts or drawings. 

Of course there is another sales 
advantage to this approach. Even if 
an appropriate mold is not available 
there is an opportunity to quote on 
a rubber part and a new mold. Rub- 
ber parts salesmen use a lot of shoe 
leather just to get that opportunity. 

This is another service that lends 
itself well to sampling. A small rub- 
ber part, with a story of how mold 
costs were eliminated for a particular 
firm would go a long way to convince 
a prospect. Samples sell. And your 
sample need not be the product itself. 
It might be a small part of the prod- 
uct to illustrate quality or workman- 
ship. Letters sell through sight. But 
they can also sell through touch, 
taste, and smell. How many senses 
can you use in your appeal? 
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When the world’s largest mail order distributor 


of radio parts equipment reached a list processing 
bottleneck because of increased business . . . they 
turned to typing automation. Here’s the story... 


HOW A NEW FORM SYSTEM 


SOLVED OUR 


LIST PROCESSING PROBLEMS 


Reporter's Note: As mailing lists 
grow . . . so do maintainance and 
poperwork problems. A sales spurt 
which balloons a mail order jist 
usually means adding more workers, 
at more cost. But here A. B. Shapiro 
of Allied Radio Corporation, Chico- 
go, tells how they licked the prob- 
lem .. . by printed form redesign 
and typing innovations. Any one 
with similar list production problem 
might adapt this reorganized system 
. . which has upped Allied Radio's 
list production 25 per cent to 30 per 


cent at no extra cost. 


by A. B. Shapiro, 
Purchasing Agent, 
Allied Radio Corp., Chicago, Ill. 


._—- A CURRENT MAILING LIST 
is an important administrative 
job at Allied Radio. Our mail order 
catalogs represent a substantial source 
of sales. The building of this mail 
order mailing list, the acceptance of 
our catalogs, has gone forward 
steadily since our firm became one of 
the pioneers of the electronics indus- 
try back in 1921. 

Our comprehensive yearly catalog, 
originally 64 pages in size, currently 
runs 324 pages, containing some 
26,000 items of radio, hi-fidelity and 
electronic components. In addition 
to this main catalog, we issue four 
quarterly supplements and four Chi- 
cago-area fliers. The mailings on these 
catalogs now add up to several mil- 
lion a year. 

Orders from these catalogs have 
helped make us the largest distributor 
of electronic parts and equipment in 
the country. Our mail orders come 
from a broad, diversified customer 
base . . . including industry, schools, 
government agencies, amateur radio 
fans, dealers and service men, labora- 
tories and research organizations. 

In setting up our mail order busi- 
ness shortly after World War II, we 
adopted a plan for putting our 
address masters on edge-punched 
cards with hectograph duplicator 
spots. This plan enabled us to use 
our master cards for sales analysis 
and statistical work as well as for 


addressing. The cards are kept up 
to date with records of sales. By 
notching the cards to indicate this 
date, we can obtain automatic sifting 
of active accounts for special mail- 
ings . . . for mailings to individual 
classifications of customers . . . or to 
weed out inactive cards which should 
be dropped from the mailing list. 

As this system was originally set 
up, our address masters were written 
on IBM electric typewriters fitted with 
hectograph carbon ribbons to provide 
the impressions on the backs of the 
cards. Master cards were individually 
inserted and the girls typed the names 
and addresses of the customers and 
prospects. Posting of additional in- 
formation and the notching of the 
cards were done manually. Using 
automatic-feed spirit duplicators with 
these hectograph address cards 
worked quite well, and provided us 
with an economical, fast method of 
addressing our mailings. However, 
as our lists grew larger, we ran into 
a bottleneck in the preparation of our 
master address cards. 

Our typists were having difficulty 
keeping up and frequently fell behind 
in the preparation of address masters. 
Since we were in a position where 
our mail order department had ex- 
hausted all available space in our 
company’s building, it was impossible 
to add more typists . . . a natural 
instinct in the administration of a 
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system which had been in use for 
eight years. Therefore, we started 
looking for people who might help 
us develop increased typing produc- 
tion. 

In looking over our operations with 
a paperwork specialist from The 
Standard Register Company in Day- 
ton, Ohio, we could see that fully a 
third of a typist’s time was spent 
putting cards into her typewriter or 
taking them out. The solution we 
adopted was to devise a new master 
form which would feed our address 
masters through the typewriters auto- 
matically and in perfect registration. 

As our addressing work stations 
are arranged under the new system, 
typewriters are equipped with Stand- 
ard Register Dual Feed units. When 
the typist finishes entering one ad- 
dress, she merely pul!s the Dual Feed 
lever . . . and forms are advanced 
automatically to exact position for 
the first writing line on the next 
master. While pulling the Dual Feed 
lever advances the master forms at 
a rate of a full card at a time, the 
continuous hectograph carbon which 
we now use (in place of the backing 
ribbon) moves up just one line at a 
time . . . giving us an obvious com- 
bination of speed and economy. 

After typing, the continuous form 
goes into a Packholder-Refold Tray 
where it is retained in its original 
sequence. Completed hectograph ad- 
dress cards, still in a continuous form, 
are then run through a Standard 
Register Burster which mechanically 
detaches them into single units at 
speeds of 12,000 an hour. 

Notches permit us to file and segre- 
gate these individual cards into de- 
sired groups. The cards are then used 
to address our mailing pieces in the 
same manner as before. They are run 
through our automatic-feed spirit 
duplicating machines to imprint ad- 
dresses. Filing. recording data on the 
cards, and other uses of the cards are 
likewise unaffected by the change to 
the continuous form. Once the strip 
of cards is separated into individual 
units, they are distributed into our 
regular tub files with our older cards, 
selected by needle sorting, and han- 


(Continued on Page 52) 
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HERE'S HOW ALLIED RADIO CORPORATION'S 
CONTINUOUS FORM SYSTEM OPERATES: 


1. Hectograph address cards 
are typed on “Kant-Slip” con- 
tinuous form . . . duplicating 
individual hectograph cards 
previously used by Allied 
Radio. Added to IBM type- 
writer, Standard Register’s 
Dual Feed Unit advances con- 
tinuous cards into typewriter, 
feeding hectograph backing 
carbon line by line. 


2. After typing, completed 
address cards in continuous 
form are removed from Re- 
fold Tray, then mechanically 
detached into single units on 
a Standard Register Burster. 


3. Individual address cards 
are run through spirit dupli- 
cators to imprint addresses 
on Allied Radio mail order 
envelopes, self-mailers, wrap- 
pers, etc. 


4. Separated cards are dis- 
tributed to Allied Radio's 
master jist files with previots 
cards. Continuous form card 
system offers individual card 
flexibility, while increosing 
typing production 25 per cent 
to 30 per cent. 
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PHOTO- ENGRAVING 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S$. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro- 
duction problems. Send 
$2.00 


~ 


HORAN ENGRAVING CO., INC. 
44 West 28th Street. New York 1, N. Y. 
MUrray Hil 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 


10 PREMIUM MANAGERS 
J] AND MAIL ORDER LIST OWNERS Jf 


| We'll pay you cash for your 

box tops or inquiry letters. 

The publishing industry needs 
good mail order names. 

If you have 25,000 or nore 
premium requests in your pr sses- 
sion, we are interested. 


vertisers have found it profitable 
to sell us their names. Why not 
you? 

Just drop a note telling us 
how many you have on hand and 
enclose sample of advertising 
material which produced the 
names. 


Many well-known national ad- 1 


ACTIVE 


ORDER LIST CO. 


241 Lafayette Street 
New York 12, N. Y. 


Phone Walker 5-2450 


“Reed-able Copy” 


A Morthly Clinics Condusti by Rud 


My correspondence has been ex- 
tremely heavy for the past 60 days. 
Many letters have come to me from 
my clients, as well as other users of 
direct mail, about the postage in- 
crease. 

These letters range from the- 
postage - increase - will - put - us - out-of - 
business type to what-can-we-do-to- 
make-a-profit-in-the-face-of-a postage- 
increase? 

Sprinkled here and there are letters 
of the crying type, mad letters. 

But, looking them over, it seems 
most users of the mail are taking a 
realistic view, and rather than berate 
Summerfield and the politicians, are 
formulating plans to tighten up their 
operations to weather the postage in- 
crease storm. 

As I was writing this column one 
of my clients called me, and we had 
a long phone conversation about his 
plans. 

He had been to see his printer and 
had figured out how he could absorb 
the additional 2¢ for first class mail. 
His plans simmered down to reduc- 
ing the size of the piece he has been 
mailing, using a 2 page folder in- 
stead of a 4 page, and running some 
tests to determine whether he could 
mail his material third class instead 
of first class. 

He is a successful mail order oper- 
ator who has been assuming too many 
things for too long. When I first 
started working with him I| suggested 
he test third class against first class, 
but he was so sure first class was 
better (and he was making a good 
profit using first class mail) that he 
didn’t want to go to the trouble to 
test. 

Now, in face of the postage in- 
crease, this test becomes a must. 

Another letter from the advertising 
manager of a concern selling its prod- 
ucts by mail, is revealing. “The postal 
rate business has frightened the pants 
off my boss. He’s ready to quit mail, 
although it has proven successful over 
the years. It’s a little disgusting to 
see him turn blue when the first cold 
wind blows.” 
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Of course, this is only one man’s 
opinion, but you might be interested 
in how I replied to this advertising 
manager: 

“There's a tide in the affairs of men which, 
taken at the flood, leads into fortune . . .” 

Julius Caesar, Act III, Scene IL, line 220. 
This proposed postal increase. Looks like 
it will go through. But if it does, you and I, 
and fellows like us, should take this “tide” 
at the “flood.” 

As costs increase, the pulling power of di- 
rect mail must be more effective to make up 
for the increased cost. 

This can mean many things—sharper buy- 
ing of paper and printing; finer selection 
of mailing lists; and more productive copy. 
Those magazines and publications which 
mail millions of pieces with the standard 
6-months-for-$l-offer, will have to begin 
dreaming up new reasons why people 
should subscribe. Everybody who uses direct 
mail must do a better selling job. That 
means better copy. Also, more persistent 
and better follow-up. 

A one-cent increase in third class mail only 
means $10 a thousand. And that increased 
cost can be made up if the operator watches 
his P’s and Q's, buys right, and makes sure 
everything he sends out is as effective as he 
can make it. 

I haven't done much screaming about pos- 
tage increase. I think it’s going to come 
along with higher prices for everything else 
we buy. I don’t think Summerfield is a dog 
in the manger, necessarily, but is simply try- 
ing to do his job the easiest way—the way 
American business has beaten increased 
costs for many years—the easy way—in- 
crease the selling price. 

One thing I'm sure of—increased postage 
rates will eliminate a lot of borderline 
mail order operators, and the fast buck 
boys who infest the business. 

Another of my clients wrote me: 

“I can’t understand your apparent apathy 
about the postal rate increase. It’s going to 
ruin the mail selling business. Our costs are 
high enough now. We just can’t afford to 
pay more for postage.” 


Apathetic? — No. . . Realistic 


I'm not apathetic. Let's call it 
realistic. 

Fifteen years ago I bought a 
Pontiac car for $900. Last year I 
bought a Chevrolet which cost me 
$2800 — 3 times as much. 

Fifteen years ago postal cards cost 
1¢. Now they cost 2¢ — only twice as 
much. Third class mail was 1¢. Now 
it's 

Of course, I'd like to see postal 
rates remain where they are. | think 
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What 
Customers’ List Broker? 


1. A customers’ list broker is the broker who would rather 
lose the order than see a client make a wrong list selection. 


2. It is the broker who continually combs the market for lists 
to fit the client’s products and fields of interest. 


3. The broker who has had experience on both sides of the 
desk — and understands the list problems and needs of the 
client. 


4. The broker who isn’t finished once the order is placed — 
but follows through until it is delivered. 


5. The broker who knows-by-doing testing, production and 
mailing operations — and freely passes on this knowledge 
when requested. 


6. The broker whose client is King — and who runs the busi- 
ness to fit the client’s schedule, not the broker’s. 


7. The broker who gives the buyer of small quantities the 
same service he does the buyer of millions. 


If you are looking for a broker who will treat your list 
requirements with competence and professional under- 
standing, call the CUSTOMERS’ list broker — MU 7-4158. 


PLANNED CIRCULATION « 19 WEST 44 « N.Y. 36, N.Y. 


MARY BERTHA MCGUIRE, Owner 
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they are high enough. And when I 
read about all the inefficiencies and 
outdated methods used by the post- 
office, I'm sure postage could be kept 
at its present level if the same efhicient 
methods were used in the postoflice 
as are used in business. But that 
doesn’t seem to be the thinking in 
Washington. 

I'm not at all sure this little private 
survey of mine proves a thing. Un- 
less it proves that all is not lost. 

There’s still money to be made 
selling by mail. The money will be 
made, however, by those operators 


SEL 


who attack the problem logically, 
sensibly, and as business men. 

Distilled, this simply means more 
careful testing, more effective copy. 
better selection of mailing lists, find- 
ing new and better appeals, and work- 
ing harder rather than crying about 
something that seerns, at this moment, 
inevitable. 


Reader 
Takes Issue 


“Let's back up the horse and wagon 
on your comments contained in the 
February issue of the Reporter. I 


in your DIRECT MAIL 


No other direct mail piece has quite the mag- 


netic attraction .. . 
proof” as a blotter. Matter of fact, it’s become 
a very simple formula for direct mail success. 


There is a 
SORG BLOTTING 
for Every Price aiid 
Every Purpose 


Serg’s Kromekote Blotting 
Sorg's Enameled Blotting 
Sorg’s Bluebird Blotting 
Sorg's Embossed Blottings 
Mosax and Basketweave) 
© Sorg’s Utility Halftone 
Blotting 
@ Sorg’s Porcelain Blotting 
© Sorg’s Record Blotting 


soRG PAPER © 


© Manufacturers and Converters of Stock Line and Specialty Papers 


is quite so “‘wastebasket 


To the tremendous retention value of a blotter, 
add your product, service or sales message. 
Apply the finishing touch by printing the job 
* on Blotting by Sorg. And that’s important! 
Because, as hundreds of top advertisers know, 
your sales story is assured the very best in 
exposure and impression, by the eye-appeal- 
ing background of quality Sorg Blotting. 

Ask your Sorg distributor for swatch books 
of the Sorg Blotting grades. From the magnifi- 
cent array of colors, finishes, and sizes, you 
are sure to find the right blotting in the right 
price range for your purpose. 


OMPANY Middletown, Ohig 


STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH * EQUATOR INDEX BRISTOL 


EQUATOR ANTIQUE « MIDDLETOWN POST CARD 


« 410 TRANSLUCENT « No. 1 JUTE DOCUMENT 


SORG'S BLOTTING BRILLIANT VELLUM REGISTER BOND TENSALEX GRANITEX PARCHTEX 
Offices in NEW YORK ¢ PHILADELPHIA « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 


don’t entirely agree with some of 
your statements. 

“While I will agree that more and 
more people are attending school and 
attempting to become educated, | don’t 
believe all of them are fully trained 
by the time the four years or eight 
years is completed. Some of the cor- 
respondence we receive from our 
prospective customers indicates the 
educators are spreading themselves 
too thin. The phraseology and spell- 
ing in some of these letters is abomi- 
nable. So I don’t believe you can 
generally state that the audience must 
be ‘talked up to’ in all cases. | think 
it depends entirely on the type of 
people to be dealt wiih in selling a 
particular product or service. 

“And I cringe at your comment 
that the movie moguls have dis- 
covered that you and I and the people 
we want to sell have become more 
sophisticated lately. They are choosier. 
And they know more. On what foun- 
dation do these moguls build such 
comments? Have they researched the 
matter sufficiently to be able to sup- 
port those statements? Also, you cite 
a case of a manufacturer who some 
years ago came out with a Joan 
Crawford dress and they were of the 
opinion that it would sell ‘like hot- 
cakes’ because it was a dress of the 
type she wore. Then, you say, “Today, 
who cares?’ Today I think lots of 
people care, as evidenced by the not 
too ancient Davey Crockett craze. 
Sure, | know that was confined to 
the younger set, but believe me, I’ve 
seen some of the over-forty set wear- 
ing coon-skin caps, so whom were 
they trying to imitate? And what 
about the guy who wears Hathaway 
shirts? And how about the guy with 
the tattoo on his hand, or the Tony 
Curtis haircut? Or what about the 
cosmetics that the women use just 
because those particular items are 
used by cosmeticians in Hollywood? 
Perhaps I’m way off the beam on this, 
but I do feel there is a certain element 
of our American public that buys 
things just because some famous per- 
son or persons happen to use that 
product. 

“So, until you convince me dif- 
ferently, I'll probably continue to 
write my copy with that group of 
people in mind. And whether it con- 
tinues to produce results for us over 
the years or not will be determined 
by the end result.” 

Glenn A. Reineke 
Vice-President — 

Public Relations 
Henry Van Hummell, Inc. 


Denver, Colorado 
(Continued Next Page) 
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With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read .. . at a substantial saving in cost over type- 
writer or hot metal composition. Any printing or duplicat- 
ing job, large or small . can be set on direct image 
plates or reproduction proof paper from the Justowriter’s 
punched paper tape. 


One keyboarding on the Justowriter Recorder produces a 
visible copy and a punched tape. This tape operates the 
Justowriter Reproducer to set sharp, justified proofs auto- 
matically at 100 words per minute. Author’s alterations or 
corrections are easily made by making a tape from a tape 
. . . automatically. Fourteen different type styles are avail- 
able in sizes from 8 to 14 point. 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the ‘‘new world for busi- 
ness’’ created by Friden. 


FRIDEN, INC. San Leandro, California 
THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 POINT GALVIN TYPE 


Use Justowriter composition for 


BOOKLETS 
MANUALS 
CATALOGS 
NEWSPAPERS 
DIRECTORIES 
HOUSE ORGANS 
LITERATURE 
BULLETINS 
PRICE LISTS 
DIRECT MAIL 
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A Switch 


In this space I usually tell you. 
Now, I'm asking you to tell me. 

For a long time I have started my 
letters in reply to inquiries with this 
sentence: “It’s letters like yours that 
make a fellow like me like a job like 
mine.” 

This opening sentence is followed 
with answers to the inquirer’s ques- 
tions . . . tells him where my services 
might fit into his direct mail plans. 

One prospect chides me for using 
“like” four times in one sentence. 

Having experimented with many 


openings for my replies to inquiries, 
I finally hit upon the one quoted be- 
cause of its alliteration. | felt the 
sentence was different from most 
openings. And I felt it flowed natu- 
rally into the body of the letter. 


Now I'm asking you. Is this kind 
of opening too “cute”? Does it sound 
too contrived? 


Assuming you agree that the first 
sentence of a letter is important, give 
me your ideas on this opening 
sentence. 


Bear in mind, such an opening 
sentence is only used on replies to 


HOW TO MAIL YOUR BEST PROSPECTS 
IN AKRON ...OR ANY OTHER U. S. MARKET 


First the MAC Research Department helps you define your best 
prospects by income, education, family size, age, race, and home 
ownership. Then the Selection Department electronically selects and 
addresses the neighborhood districts where these prospects live (each 
major city in MAC's coverage of 40,000,000 American families is sub- 


divided like Akron into small neighborhood districts . . . 


each dis- 


trict is evaluated according to its social and economic characteristics.) 
This exclusive system of electronic selection—called Select-O-Nomic 
idvertising—is increasing returns for leading publishers, insurance 
companies, dealer-help advertisers, fund raisers, grocery manufac- 
turers, and other national consumer mail advertisers. For more in- 
formation on how Select-O-Nomic can increase your returns, contact 


your nearest MAC office. 


MAIL ADVERTISING 


CORPORATION OF AMERICA 


CHICAGO 


NEW YORK 


1385 N. LaSalle Street 527 Madison Avenue 


SUperior 7-3785 


PLaza 5-6541 


inquiries from people who want in- 
formation or counsel or the quotation 
of a fee. 


Substitute Phrase 


For some reason the phrase “Prices 
subject to change without notice” 
irritates me. I can’t explain why. It 
seems rather curt. It always makes 
me think the price may go up before 
I buy. 

I wish I could remember where I 
ran across this substitute for the price 
change phrase: “These prices are sub- 
ject to change. If volume in produc- 
tion lowers our cost, we give our 
customers the benefit of the savings.” 

Much more effective we think than 
the cold and threatening “Prices sub- 
ject to change without notice.” 


Say What 
You Mean 


A little girl had just come home 
from a friend’s birthday party and 
was telling her mother of the good 
time she'd had. 

“Did you thank Jane’s mother for 
the good time?” asked the mother. 

“Oh, no! The girl in front of me 
did, but Jane’s mother said, ‘Don’t 
mention it’, so I didn’t!” 


SURVEYS SHOW IMPORTANCE 
OF DEALER IDENTIFICATION 


(Continued from Page 25) 


or three weeks?” 
— 65% said “yes.” 

Then we asked for the name or 
location of the dealer who sent the 
mailing. 

— 54%properly identified the dealer. 

The third key question asked what 

happened when the mailing was re- 
ceived in the respondent’s home. The 
customer for whom we made this 
survey thought we were sticking our 
necks out on this question. But past 
experience indicated he was in for 
a surprise . . . and he most certainly 
was! 
— 27% said they had looked through 
the booklet and kept it for future 
reference; 33% looked through the 
booklet and then discarded it. 

In other words, 60% of all those 
replying — or 92% of those remem- 
bering the mailing, received a sales 
message that stayed with them . . 
and can reasonably be expected to 
influence their purchase when they 
come into the market. 

— How many people threw the book- 
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SNOWLAND Bone 


As sparkling as a snowseape is the press performance of 

Snowland Bond . . . a sheet as top flight in its field as a valuable 

team of well trained huskies. Originating in a mill with its own 

quality controlled raw material resources and expert methods of pulp 
manufacture, these printer-required qualifications of Snowland Bond never 
vary: intrinsic strength, uniform weight, meticulous color, cutting accuracy and 
outstanding cleanliness. This inherent high quality and 

proveable true economy mean extra dividends in 


direct mail. Carried by leading merchants. 


FRASER PAPER, LIMITED 


Sales offices: NEW YORK, CHICAGO 
Mill: MADAWASKA, MAINE 
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let away without looking at it? A 
mere 24%! 


The “Two Essential Categories” 


I think these examples establish 
the fact that direct mail leaves a deep 
impression on the prospect in two 
essential catagories: 


1. Awareness of the dealer. 
2. Awareness of the product. 


I believe there is only one basis 
upon which to judge the value of any 
advertising medium: its effectiveness 
in making the prospect aware of the 
product and the brand name. And 

in influencing him to buy that 
brand when he is in the market. If 
you want to reach a selective audi- 


ence — whether national, regional, 
local or even by neighborhoods — if 
you want concentrated attention right 
in the home where most buying de- 
cisions are made . . . then direct mail 


can do the job. a 


TV GUIDE 


(Continued from Page 28) 


for necessary changes and additions. 

We maintain a decentralized mail 
distribution system . . planned, 
coordinated and controlled from the 
national office. We cover the national 
front and help regions cover their 
areas. Regions repeat the process in 
behalf of their editions. Salesmen 


You can fill all your 
multiple mailing needs with 


the Dennison Line 
of Addressing Labels 


SHEETS 


The standard addressing labe! 
— for typing or duplicating. 33 
pin-perforated labels x 
1") on 8% x 11” sheet. No lint; 
no pods. Type 33 labels with 
one insertion. White, biue, buff, 
salmon, canary, cherry, green. 
in 25 sheet or ream packages. 


For follow-up mailings, use 
Dennison Carbon Set Labels — 
4 sheets of couponed labei 
paper collated with 3 sheets of 
one-time carbon. Quick, clean, 
easy. Labels a lined up until 
snapped apart. 33 labels (2' “is 
x '%.") on a sheet. White only. 


Dennison quality labels plus 
special Dennison gumming 
insure satisfaction. 

Order Dennison_ Addressing 
Labels from Your Stationer. 


Dennison Addressing Labels come in 
continuous 
labels, 3 x 1° or 3 x 1%", in a dispensing 
box. Accurate spacing allows labels to be 
ed with a minimum of adjustment. 
ite only. 


Wh 


4-PART SNAP-APART CARBON SETS 


ROLLS 


rolls of 1000 couponed 


* 


Framingham, Mass. 


“mop up” during their daily calls. 
This is the broad picture. We do 
not, however, confine our direct mail 
operation to mass production and 
distribution. We can and do gear 
specific campaigns to one category of 
advertiser, one agency, one specific 
advertiser, and occasionally, one in- 


dividual. 
150 Major Copy Points 
We deliberately seek change of 


pace ... not only in direct mail, but 
in all our promotion. Sometimes we 
run a blitz of pieces day after day, 
sometimes we space a particular cam- 
paign over several weeks. Sometimes 
we use terse copy, on other pieces 
long and discursive copy. Sometimes 
we pitch hard-sell facts and figures, 
sometimes we try for the light soft- 
sell touch. 

These various changes of pace 
again reflect the basic philosophy — 
planning. We produce them almost on 
a check-chart basis. Indeed, we have 
even gone so far as to list all of our 
sales strengths, both in data and in 
philosophy, and require copywriters 
to check them off more or less in 
rotation as pieces or campaigns are 
produced, 

Since we have some 150 main 
points listed, there is little danger 
that the material will seem repetitious. 
We produce the one-a-week basic 
pieces in batches of six or eight (they 
are currently two-color french fold 
pieces spotlighting individual sales 
characteristics). That leaves us maneu- 
vering room to handle specials as 
need for them arises . . . or to pro- 
duce campaigns in selected categories. 

Our fundamental copy approach is 
to stress four points: low cost, ex- 
cellent coverage, unequalled regional 
flexibility, and high-quality audience. 
A start from any of the 150 listed 
specifics ultimately must lead back 
to one of these four cardinal points 

. . or the copywriter heads back to 
solitary for more singlethink. 


Other Direct Mail Uses 
TV Guide direct mail other than 


advertising promotion naturally in- 
cludes circulation promotion. This 
direct mail effort centers on frequent 
communication with our wholesalers 
. + . using material ranging from per- 
sonalized letters to kits designed to 
stimulate distribution and display of 
issues we believe have unusual poten- 
tial. 

Our subscription promotion effort 
includes regular but low-pressure 
direct mail. We are presently in the 
enviable and unique position among 
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CATES To SERVICE . 
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DeWitt McGraw 
Sales Promoti 
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magazines of acquiring huge gains 
mainly through single copy sales at 
full cover price. Consequently, we are 
able to sell subscriptions largely 
through advertising in our own maga- 
zine. 

foremost public relations 
mailer is called Take One. It sells 
nothing but behind - the - TV - scenes 
anecdotes in the grin-and-bear-it style 
of our managing editor, Merritt 
Panitt. We mail Take One to every 
list in the house . . . some 20,000 
names in all. 

About half of our editions publish 


More INSURANCE is sold ... 


— because of the “invitation-to-sell” sparked by our “built-in”, 
pre-addressed reply card. The prospect just drops it in the mail, and the 
information he requests will then serve as the “door-opener” 


for the salesman who brings it. 


Whether your business is Investment . . . or Importing . . . or Illumination . . . 
Sales Letters can help you sell it faster, at a lower sales cost, 


by reaching the hidden buying influences . . . pre-selling prospects . . . 
and getting interested “leads” for your salesmen. 


How much? Our own efficient all-under-one-roof copy, art and 
production facilities cost you not a penny more than you now pay for 


an ordinary, less effective mailing. 


To see how our “built-in” reply card (or envelope) will fit into your 
sales picture, write us on your letterhead. There’s no obligation. 


SALES LETTERS, INCORPORATED 


New York 11, N.Y. * 
SALES OFFICES: Newark, Philadelphia, Chicago 


155 West 23rd Street * 


a local newsletter called Off Camera, 
which focuses on area TV and adver- 
tising personalities and events. It is 
tailored to the specific locality covered 
by one edition, and must be published 
in that edition’s office. For that rea- 
son, we let Off Camera come to life 
as each local manager believes he has 
staff time to devote to it. Invariably, 
it becomes one of our strongest soft- 
sell devices. 

Among our own employees, we dis- 
tribute a monthly 6-page newsletter- 
style house organ known as Closed 
Cireuit. Its main purposes are to en- 


Tel. WA 9-2680-1 


courage a sense of unity in all 7V 
Guide households (we mail it home), 
and to keep internal enthusiasm high. 
Closed Circuit contains a great deal 
of general and employee activity 
news, a minimum of vital statistics 
and management-viewpoint copy. 


The Undetected Good 
of Direct Mail 


In our overall advertising promo- 
tion program, we are under no illu- 
sions whatever that TV Guide direct 
mail (or any of our promotion) is a 
substitute for persona! closing. If it 
succeeds in making advertisers and 
agencies conscious of our existence 
when they begin to research a media 
plan, then it has done the job. 


I am proud, though, to tell you 
that we can take mild exception to 
Nick Samstag’s claim in his otherwise 
excellent book that direct mail never 
closes a sale. I've had three notes 
from salesmen this year telling of 
business that came by telephone as a 
result of direct mail. This is unique 
in my experience, and I cite it not 
as a matter of expectation . . . but 
rather as a measure of how much 
undetected good a forceful direct mail 
campaign can and will do. @ 


NEW FORM 
SYSTEM 


(Continued from Page 43) 


dled exactly the same as the original 
single cards. 

Using the same basic equipment 
and system, we have been able to 
speed up the making of changes and 
additions on our mailing list by 25 
to 30 per cent . . . without adding 
to our typing staff. 

Costwise, we have had to pay no 
more for this added productivity, 
since actual cost of the continuous 
form is the same as that of the in- 
dividual cards we previously used. 
And using the new form has not 
required us to change over or discard 
our previously prepared hectograph 
address cards. 

Our experience has given us con- 
clusive proof that new methods and 
procedures can solve production prob- 
lems created by growth of business 
and increased activities. We have 
achieved a considerable improvement 
in getting out our mailings, without 
adding any more employees, without 
requiring additional space and with- 
out increasing our costs. @ 
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PHILLIPSBURG INSERTER JOINS BELL & HOWELL 
FAMILY OF FINER PRODUCTS THROUGH IMAGINATION | 


serving the mechanized 
Mail Processing needs of the world! 


Today, Chicago is a neighbor of 
Phillipsburg, New Jersey—because modern methods 
and needs of business made it so! 

Bell & Howell, Chicago, recently 
acquired the company which manufactured the 
famous Phillipsburg Inserter. Thus, to the world- 
renowned family of Bell & Howell products is now 
added the leading line of Phillipsburg Inserters — 
made in Phillipsburg, New Jersey. 

Continuing the tradition of pioneering 
and leadership of its predecessor (Inserting & Mail- 
ing Machine Company ), Bell & Howell Phillipsburg 
now offers all users of mail processing equipment 
the expanded marketing and service fa- 
cilities of an international organization. 

It is natural for Bell & Howell, one of the 
great pioneers in motion picture and 


photographic equipment, to add another leader, 
namely, the Phillipsburg Inserter, which revolution- 
ized mail processing. 

As science progresses, Bell & Howell 
will help business and industry perform their mis- 
sions with greater speed, accuracy and flexibility. 
When management requires the flow of ideas 
through the printed word ...the conviction of a 
picture ...or the clarity of sound, Bell & Howell 
equipment can be depended upon. 

Toward this end, Bell & Howell 
Phillipsburg is proud to present the Phillipsburg 
Inserter, which pioneered mechanized mail fulfill- 
ment 30 years ago and is continuing to widen the 
horizons of business...through mail communi- 
cations in every part of the world! 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 


Successor to Inserting and Mailing Machine Company 
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CONFERENCE OF 
DM EDUCATORS 


The First Joint Conference on Ed- 
ucation for Direct Mail Advertising 
was held February 27 at the Colum- 
bia University Club in New York. 

Sponsored by the Hundred Mil- 
lion Club, purpose of the meeting 
was to investigate and analyze roles 
of both college and industry in pre- 
paring students for positions in di- 
rect mail. Instructors of advertising 


and marketing from most major col- 
leges and universities in the New 
York area attended . . . along with 
experts from the direct mail field. 
Urging the study of direct mail 
be considered basic in any adver- 
tising course, Edward N. Mayer, vice- 
president of Communication Coun- 
selors, Inc., said “a good direct mail 
man is usually a really proficient 
adman with a solid basis in the fun- 
damentals of selling goods. Students 
do not pursue this medium because 
it has never adequately been de- 
fined.” He added that direct mail 


THE SECOND IN A SERIES 
Dora Baker, 5’ 1” of irrepressible en- 
ergy, came to New York from Canada 
in 1943 to help Circulation Associates 
set up a system for increasing the pro- 
ductivity of its hand-collating and en- 
closing department. Although much of 
her previous business experience had 
been gained in a Canadian knitting 
mill, she found that the basic produc- 
tion problems of a lettershop were 
strikingly similar in many respects. 
In her Canadian job Mrs. Baker had been introduced to the methods 
developed by one of the pioneer production engineers of the period. 
She had seen how the productivity of a work-force could be vastly 
increased by minor changes in procedures, so that the time required 
and the motions involved were reduced to a minimum. 


Collating and enclosing the components of a mailing piece is normally 
charged for at a fixed rate per thousand motions. Any saving that can 
be effected by reducing the number of operations, therefore, is imme- 
diately reflected in the charge that the customer is asked to pay for 
the work. 


Many of the methods and procedures inaugurated by Mrs. Baker in her 
15 years with C.A. have since become standard practice throughout the 
industry. She employs all of them, of course, plus a number of others 
that she has improvised since, in her job of supervising the hand- 
collating and enclosing of hundreds of millions of direct-mail pieces 
for a long list of leading direct-mail users. 


It is comforting to know that, no matter what the direct-mail problem 
may be, there is a specialist, like Dora Baker, here at C.A. to help you 
find the best possible answer to it, whether it is a problem in list main- 
tenance, offset printing, Multigraphing, machine collating, or any of 
the many other operations, that go into the preparation of a successful 
direct-mail campaign. 


CIRCULATION ASSOCIATES, Ine. 
4 Complete direct-mail service 
226 West 56th Street New York 19,N.Y.% + Judson 6-3530 


will never be “glamorous,” and “we 
should not try to make it so.” 

Theodore V. Bihler, business man- 
ager of the Journal of Commerce 
and chairman of the Board of the 
Direct Mail Advertising Association, 
stressed the increasing importance of 
direct mail, with an annual volume 
approaching $2,000,000,000. He said 
the medium is getting belated recog- 
nition from large agencies which 
appreciate its great selectivity and 
are using it as an integral part of 
campaigns. Mr. Bihler offered the 
educators use of the DMAA library 
of direct mail campaigns and _ re- 
search reports. 

Milton Stern of New York Uni- 
versity spoke of the university’s func- 
tion in preparing students for posi- 
tions after graduation. Assistant to 
the Dean of the NYU Division of 
General Education, Prof. Stern said 
that a liberal arts course would pro- 
vide the best training for students 
interested in direct mail. Specifics 
can be learned in evening courses, he 
said, and suggested this as the field 
for more intensive instruction and 
recruitment. NYU believes the 
power of direct mail, he said, with 
mailings of the Division of General 
Education equalling 750,000 to 1.- 
250,000 anouncements and catalogs 
a year. 

During a discussion period moder- 
ated by Herb Buhrow of McGraw- 
Hill Book company, and Hundred 
Million Club educational chairman, 
the educators offered several ideas 
for orienting the advertising student’s 
mind more in the direction of the 
direct mail medium. Job opportuni- 
ties were discussed . . . along with 
recruiting and placement proce- 
dures. 


HOME BUILDERS 
GET SALES HELP 


The nation’s homebuilders, recently 
faced with tight money, fewer starts 
and lagging sales, are now getting 
hypoed sales aid from many construc- 
tion material and home equipment 
manufacturers. The aid is via stepped- 
up advertising and sales promotion 
programs . . . including direct mail. 
Two of the most ambitious programs 
have been launched by Owens-Corn- 
ing Fiberglas Corporation of Toledo 
and Republic Steel Kitchen Division 
of Republic Steel Corporation, Can- 
ton, Ohio. 

@ Owens-Corning has announced 
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AUTOMATICALLY 
TYPEWRITTEN LETTERS CROSS 


THE READERSHIP BARRIER 


More and more advertisers are switching to automatically typed letters. 


They have overwhelming proof that the intimate person- 
ality of an automatically typed letter penetrates the read- 
ership barrier, gets a big, extra percentage of sales. 


YPEWRITTEN sales letters assure 

readership and action. These letters 
produce more inquiries at less cost be- 
cause they are truly personal . . . not 
imitations. Volume production on auto- 
matic equipment brings the cost of type- 
written letters within the reach of every 
advertiser. 

Increased usage of automatically type- 
written letters calls for greater produc- 
tion capacity. In order to meet fast mov- 
ing schedules, eighteen quality mail ad- 
vertising service firms have pooled their 
equipment, personnel and know-how in 
a national network of automatically type- 


written letter producers. 

An order placed with any “Letters Un- 
limited” Guild Member purchases the 
combined production of hundreds of all- 
electric, automatic typewriters. 

Normal runs of letters are produced 
locally by a Guild Member. Long runs 
may be split among several cooperating 
member firms for faster production. 

If you have a direct mail advertising 
situation which demands greater re- 
sponse, contact your nearest “Letters Un- 
limited” firm for full details of how auto- 
matically typewritten letters can help you 
cross the readership barrier. 


GUILD MEMBERS: 


BOSTON DETROIT NEW YORK 
American Mail Advertising, Inc. Advertising Letter Service Ambassador Letter 
610 Newbury Street 2930 East Jefferson Avenue Service Company 
2050 Belimore Ave., 


Belimore, L. I., N. Y. 


DO 
Curtin & Pease, Inc. 
1814-16 Jefferson Avenue 


LOS ANGELES 
Robotyping Company of California 
1061 Ingraham Street 


WASHINGTON, D. C. 
Internationa! Business 
Services 
1026-20th Street, N. W. 


CHICAGO 
Specialty Mail Services, Inc. 
6330 North Clark Street PHILADELPHIA 
The Connelly Organization, Inc. 


1010 Arch Street 


MILWAUKEE 
Joe Ott Advertising Printing 
& Letter Service 
422 North Water Street 


CLEVELAND 
Cleveland Letter Service, Inc. 
740 West Superior Avenue PITTSBURGH 
Advertisers Associates, Inc. 


1627 Penn Avenue 


SAN FRANCISCO 
Biurn's Direct Advertising 
Agency, Inc. 
Mission Street 


MINNEAPOLIS 
Gile Letter Service 
723 Third Avenue South 


DALLAS 
Commercial Printing and 
Letter Service Co. 
1015 North Hawkins St. 
Holbrook Associates 
Box 


TYPEWRITTEN 
LETTER PRODUCERS 
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A LEADING BUSINESS 
PAPER REPORTED 
THIS ABOUT 


SIGNING MACHINE 


International Autopen Company 
makes the Autopen Signature Signing 
Machine which rewrites a signature at 
the rate of 3,000 times in an 8-hour 
day. It writes with any fountain pen 
(including your own) containing any 
type of nib, in any color of ink. Anyone 
can operate the machine which is 


guided by a plastic master that can be 


changed in a few seconds to allow ma- 
chine to write different signatures or 
other text. Machine written signatures 
cannot be distinguished from original, 
and is legal on any check or document. 
This provides control against forgery 
since machine written signatures are 
identical to master, never varying like 
a manual signature. To prevent unau- 
thorized use, master can be locked in a 
safe, and machine can be equipped with 
locks and counters to control its use. 
The Autopen is used to sign insurance 
policies, stock certificates, diplomas, 
celebrities’ photos for fans, authors’ 
autographed books, etc. Real signa- 
tures increase the value of direct mail. 
So far, the government is largest user 
of Autopen. Machine is hand fed and 
operates by a foot pedal. Ideal for let- 
tershops that produce automatically 
typed letters, because it offers the ul- 
timate in facsimile letter reproduction. 
Literature available by writing Inter- 
national Autopen Co., 1026 20th St., 
N.W., Washington 6, D. C. 


a three-year, multi-million dollar 
“Comfort Conditioned Home” pro- 
gram to help builders sell more 


homes. Over 200 of the nation’s top 
builders are expected to cooperate 
. .. along with utility companies, ap- 
pliance, heating and air coudition- 
ing manufacturers. 


The campaign is built around a 
“Comfort Conditioned” model home. 
Participating builders will insulate 
their homes and wire them for full 
“housepower,” and feature the best 
of home furnishings and _ building 
trends. The program provides co- 
operative builders with a completely 
integrated marketing plan .. . in- 
cluding powerful national advertising 
in all media. Specially tailored sales 
promotion includes direct mail book- 
lets, giveaways, etc., in addition to 
extensive merchandising and _publi- 
city. 


@ Republic Steel Kitchens has cre- 
ated a seven-piece direct mail cam- 
paign to dealers . . . designed to 
show them the home-sales potential 
in dramatic kitchen planning. Dra- 
matic itself, the mailing series in- 
cludes everything from aspirin tab- 
lets to a 3-D sterioptican viewer. 


The aspirin tablets offer temporary 
relief for builders’ “house-sale head- 
aches” with the prescribed cure 
a modern Republic Steel Kitchen. 
The viewer presents a 3-D study of 
the type of kitchen home buyers want. 


Other items in the seven-piece di- 
rect mail campaign cover the superi- 
ority of Republic Steel Kitchens over 
wood cabinets, economy and versa- 
tility of the Republic line, kitchen 
planning, and tips on how builders 
can take advantage of good kitchens 
in their homes. The national direct 
mail program covers 50 builders in 
each Republic distributor's territory. 
Mailings are made at the manufac- 
turer's expense. Cost of additional 
mailings is shared by distributors 
who require them and Republic. 


The campaign was prepared by 
Meldrum and Fewsmith, Inc., adver- 


tising agency for Republic Steel 
Kitchens. 
BOOKVERTIZING 


(Continued from Page 33) 

medium does have definite advan- 
tages. It certainly helps fill the bill to 
“put more entertainment, information 
and education into direct mail.” 


On more than $6,000,000 worth of 
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CUT YOUR 
MAILING 


COsTs! 
WITH THE 


MODEL 
No. 6 


This portable table SAXMAYER 


Model No. 6 is especially adapted 


to tie letter mail—also designed 
for general purpose tying of bun- 
dles in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


DEPT. M 
NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


The Scissors and Paste Pot art service that dores 
to be different. Ideas, alone, in each issue are 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 
mony yeors. 


og 


to cover cost 
of packing and mailing 


will bring 


Single issues sell for $20.00. The sample, yours 
to use, can make you hundreds of extra dollars 
if you use but o single ideo. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesmen. 
Attach one dollar to letterhead and mail today 
to Multi-Ad Services, Inc., 130 Walnut Street, 
Peoria, Illinois. 
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is the name of a versatile organization 
with balanced facilities for... 


Advertising Typography: complete facilities for machine 
(linotype and monotype) and hand composition, including foreign languages. 
Distinguished advertisements and award-winning direct mail pieces 
are set by RTK. Famous house organs with international circulation 
are set, printed, and bound at RTK. 


Letterpress Printing: for more than a quarter-century RTK has been 
famed for the finest presswork in the letterpress field. A full range 
of press equipment means flexible adaptation to runs of any size. 


Offset Platemaking and Printing: the most advanced equipment 
now in use, including one-, two- and four-color presses, assures 


maximum fidelity of reproduction for medium or long runs. 


For a complete service of typography and printing, call ANdover 3-0722 » . ® 


RUNKLE - THOMPSON - KOVATS - Inc 


Advertising Typographers, Printers and Lithographers + 650 West Lake St., Chicago 6, Illinois 


3 
PY 


2 
4 
} 
| 
id t ay 
; 


LIVE ACTION «.. 


MAIL ADVERTISING 
LIP-TAGS and 
LIP-OPENER ENVELOPES 


Imag zippers on envelopes! Zip open 
ond out pops o string of tags. Surprise— 
Yes! Impressed—Definitely! 


Here's on entirely new vehicle for your 
edd impact - 
with point-by-point delivery. Single tags 


advertising. Multiple tags 


ride free with correspondence, statements. 
Use the ZIP-TAG format to dromatize your 


soles story or spotlight announcements. 


See how this unique, exciting 


sales promotion idea can get 
action for you. WRITE TODAY 


Increased returns ore practicolly assured. | 
FOR OUR FREE BROCHURE. 


Reach 15,000,000 families 
who own hi-fi sets 
with YOUR OWN records! 


Inexpensive* records can easily and dra- 
matically act as: 


@ increased order getters 

@ lead providers 

®@ inquiring leaders 

@ self liquidating premiums 


Remember . . . almost NO ONE destroys a 
record. We plan, write and produce your entire 
record needs for you. 


*Seven inch 45 rpm records of unbreak- 
able plastic with 10 minutes of playing 
time, plus YOUR label and a record en- 
velope displaying YOUR copy can cost 
you as little as 22¢ apiece. For further 
information write ustom Division, 
Bourée Productions, Inc., Suite 640, 630 
Fifth Avenue, New York 20, N. Y. 


An Ad Agency that loves DIRECT MAIL 
Many agencies don’t want to “monkey” with 
MAILVERTISING. (Some don’t have the know- 
how). Direct Mail is no stepchild here! We co- 
ordinate space advertising with it. 


“Chat Fellow Bott’’s 


Leo P. Bott, Jr., 64 E. Jeckson, Chicogo 


' display racks provided by the pub- 


lishers, mail order offers are literally 
“inside” the most entertaining novels, 
informative how-to-do-its and educat- 


ing classics. In addition to cost 
advantages, insert readership and 
action has a multiple chance . . . be- 
cause of the book’s long life. And 


most important, as Roy Benjamin 
says: “The reply card is the key . . . 

Although it’s only fifty percent 
postal, direct mail sellers should keep 


their eyes on this new marriage of 
direct mail and space: Bookvertis- 


ing. 


AUTOMATIC 
LIST COMPILING 


Wolcott 
(seated) and Kenneth Knowles demonstrate their 


Clapp & Poliak executives Richard 
tomatic list compiling for 
sent pre-embossed name 
For more literature, 
information, etc exh stamps out 
plate impression on imprint machine, similar to 
those used for department store charge accounts, 
ete. A quick, and accurate way to handle 
trade show inquiries 


big trade show idea 


c plates 
hibitor merely 


easy 


Here’s one of the best trade show 
ideas in years: quick, easy and ac- 
curate list compiling for exhibitors. 


For many years, trade show in- 
quiries have been a problem for both 
exhibitors and _ visitors.  Illegible 
handwriting, half-filled-in or lost 
cards are a headache for most trade 
show exhibitors. It’s estimated that 
20% of an exhibitor’s “lack of fol- 
lowup” is due to original inquiries 
getting lost in the shuffle or filled 
out wrong by the visitor. And in the 
fast pace of most any show, visitors 
weary of filling out “Name 
Company . . . Position, etc.” on in- 
quiry cards. More often than not, 
they also run out of their business 


| ecards. 


A simple, streamlined answer to 


| the problem is being tested this month 


by Clapp & Poliak, Inc. (341 Madi- 
son Ave., New York 17, N. Y.), pro- 


ducers of some of the largest busi- 
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RAPID 
FILM-LETTERING 
$1.00 PER WORD! 


Reduced or enlarged to fit your layout... nega- 
| tive or positive ...No photo-print charge !...No 
photostat charge!...No minimum charge!... 
| Unlimited choice of styles!...24 hour service ! 
|New FREE specimen chart on request. Mail 
| service anywhere in U.S.A. Address Dept. DM. 


RAPID 
TYPOGRAPHERS 
INC. 

305 E.46 ST.,N.Y.17 
MU 8-2445 


High Speed ADDRESSING 
from PUNCHED CARDS 


Publishers, direct mailers, associations, ad- 
dress directly from Scriptomatic card 
masters (IBM, Remington-Rand, Samas, 
etc.) to tape, wrappers, envelopes, book- 
lets . . . from one machine . . . with these 
advantages: 

1 Low cost card masters 

2 Automatic in-filing and extraction 

3 Mechanized statistical audit. 


Write for File ““Scriptomatic Methods” 


SCRIPTOMATIC, Inc. 
300 North lth Street, Phila. 7, Pa. 
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hits ’em where they live 


ing and delivering millions of pieces daily 
to your market. 


Your message penetrates millions of minds 
and hearts when you use Lemarge Mass Mail. 


With this newest advertising medium you can 
achieve the blanket coverage of the mass 
media with the intimate appeal, control and 


selectivity of a personal letter. 


Lemarge clients benefit from the knowledge, 
experience and creativity of a staff of direct 
mail experts . .. backed by one of the coun- 
try'’s largest mechanized mailing services .. . 
cutting, folding, inserting, addressing, label- 


If you are a giant in your field—or intend to 
be—you may find it profitable to learn what 
Lemarge Mass Mail can do for you in secur- 
ing orders, inquiries, leads for salesmen... 
handling contests, samples, premium offers 
and couponing ...in advertising, merchan- 
dising or test marketing just about any prod- 
uct, idea or service. 

For creative mass mail... mail advertising 
that hits with impact, rebounds with sales .. . 
look to Lemarge. 


Lemarge Mailing Service Company - 417 South Jefferson Street - Chicago 7. Illinois 
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OF &. JOCKSON, Unicege f 


Boyce Morgan & Associates 


more outstanding reputation than Lewis Kleid. His standards 
BOYCE MORGAN, Presi 


“I don’t believe anyone in the mailing list business enjoys a 


are high—his integrity unquestioned.” 


Why Isn’t 
YOUR Company 
in This List? 


Some of the best-known names in American 
business are on the Dickie-Raymond roster 
of clients — a few of which are shown below. 

The reason? First — more and more com- 
panies are coming to realize that they need 
experienced professional counsel on direct 
mail advertising, just as on other media. 
Second —they've found that Dickie-Raymond 
is a good buy. Through 36 years’ experience 
we know how to get sales leads at low cost, 
how to win profitable cooperation from deal- 
ers, how to get high advertising readership 
in key markets. 

Let’s talk about your problems. Let's see 


what Dickie-Raymond could do for you. 
TYPICAL LEADERS OR SERVES 


Aetna Life American Cyanamid Davol 
Rubber * Eastman Kodak + General Electric: 
New York Stock Exchange * Pan American * 
Railway Express * 


Pitney-Bowes - Sheraton 


* Sylvania * Wall Street Journal 


DICKIE-RAYMOND 


Direct Mail Advertising * Sales Promotion Counsel 
NEW YORK, 225 Park Avenue, MUrray Hill 4-3610 


BOSTON, 470 Atlantic Avenue, HAncock 6-3360 


| 


ness shows. Appropriately enough, 
the idea is being premiered at the 
C&P - produced Design Engineering 
Show on April 14th . . . where 20,000 
engineers will gather in Chicago's 
International Amphitheatre to see 
new product innovations. Here’s how 
Clapp & Poliak’s will work: 

Plastic name and address plates, 
similar to those used for department 
store and gasoline station charge 
accounts have been distributed in 
advance. They'll also be available at 
the door. The show’s 400 exhibitors 
will have an imprinting machine in 
their booths . . . at no extra charge. 
All the visitor has to do for litera- 
ture, more information, etc, is pre- 
sent his plate. All the exhibitor has 
to do to compile an easy-handling 
list is stamp out an imprint from the 
plate on his machine. Quick, easy 
and accurate. 

Automatic list compiling for trade 
shows should go over with a bang. 
We can hear all trade show exhibitors 
clapping for Clapp & Poliak’s answer 
to a big inquiry handling problem! @ 


A “NEARLY PERFECT”’ 
LETTER 


George L. Milne, Assistant pub- 
lisher, /nstitutions, 1801 Prairie Ave., 
Chicago 16, LL, received an unusual 
letter at his home. In sending it to 
us, he said, “Seems to me to be near- 
ly perfect.” We agree. It was most 
neatly mimeographed on canary tint- 
ed, 814” x 11” sheet. No letterhead- 
ing. Attached by clip at top was a 
folded tent-type calling card, which 
on inside summarized the main points 
of letter. Here is the copy. Hope you 
enjoy it as much as we did. 

You may want to keep this card 


handy for future reference 
Instead of calling personally to in- 


troduce myself, I'm taking this 
method of offering an unusual 
service 

Yes, “odd jobs around the home” is my 


regular business. In the past year, my cus- 
tomers have had me do everything from 
simply putting up a towel bar, to the com- 
plete wood paneling of whole rooms. Doors 
that won't close, windows that stick, locks 
and doorknobs that don’t work, mirrors or 
pictures to be hung—these and dozens of 
other small but necessary “odd jobs” are 
among the things I do regularly. 

Perhaps you need additional shelves, or 
a built-in bookcase, or a big storage closet 
to fit into some presently unused space. 
If your kitchen needs modernization, I'll 
help you design, and then install, a whole 
new cabinet arrangement. 

A number of my customers have had me 
panel one or more walls in their homes 
with some of the beautiful wood panelling 
now available. This not only adds imme- 
diate warmth and beauty, but also general- 
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—>Mail Order Advertisers 


here’s a rich, untapped market 
... just opened up. 
Reach % million high-income 
families of business and profes- 
sional men who live in smaller 
communities throughout the 
United States and Canada. 
How? 
In the brand new “Merchandise 
Mart” section in THE KIWANIS 
MAGAZINE. 


Here are the market facts: 
> 246,482 men readers (ABC June 
1957) 
> 95.5% are married 
> 87.7% are home owners 
> 41.4% own more than one car 
> More than 161,000 women readers 
> More than 20,000 other family- 
member readers 
> Average annual family income 
above $11,000 
This adds up to a combined buy- 
ing power of 2% billion dollars. 


Further information supplied on 
request. 


520 North Michigan Avenue 
Chicago 11, Illinois 


get the 
professional 
approach 


- to your 


DIRECT MAIL 


4 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
SETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 
18120 James Couzens Hghy. 
Detroit 35, Michigan 
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ly increases the re-sale value of the home 
by considerably more than the moderate 
cost involved. 

| work on an hourly rate basis, and carry 
full liability insurance to protect you 
against personal or property damage. Mv 
rates are moderate—not “cheap”—but as 
my customers will testify, you do get hon- 
est, careful workmanship, and full value 
for your money. I enjoy my work, and take 
an old-fashioned pride in doing a good job. 

If you have a list of “odd jobs,” and if 
the man of the house has neither the tools 
nor the time to handle them himself, then 
I can be of help. [ll be glad to come and 
talk over any problems with you, at your 
convenience, and without obligation. The 
best time to reach me is during the evening 
hours, and if you get the “busy” signal, 
please be patient— it’s a country party line. 


WALTER C. WICKER 
Phone: St. Charles 4090 J-2 
Mail address: Rt. #1, Elburn 

P. S. to husbands, only! 
Why not get yourself off the hook 
on that list of odd jobs your wife 
keeps talking about, by making 
her a present of a few hours of my 
labor? I haven't any “engraved 
gift certificate” but will gladly fur- 
nish other satisfactory evidence of 
your good and thoughtful deed. 


Reporter's added note: We'd be willing to bet 
that many recipients felt the same as Ceorge 
Milne. At least. we hope the country party line 
was jammed. Direct mail doesn’t have to be 
dolled up to be effective. A plain, down-to-earth, 
sincere appeal can do wonders. 


DANCES WITH 
NEW WELK CAMPAIGN 


Free Lawrence Welk Dance Charts 
are enticing Dodge owners and pros- 
pects to visit their showrooms during 
the firm’s current direct mail cam- 
paign. 

W. D. Moore, Dodge director of 
advertising and merchandising, re- 
ports the free dance charts are being 
offered via illustrated post cards, 
mailed from the dealerships. 

The chart, which diagrams steps 
for the polka, rumba, foxtrot and 
waltz, is 1644” by 11”, printed in 
four colors. It features a “Dance 
and Stay Young” message from tele- 
vision maestro Lawrence Welk. 

The postcards, charts, and a mail- 
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Machine-tying 
beats hand-tying 


says Louis A. Weicker, Executive Vice-President, 
Commerce Clearing House, Inc., Chicago, Illinois 


“One of the key operations in this business, coming at the time 
when train schedules must be met, is bundling and tying our tax 
and business law Reports,” says Mr. Weicker. “Every day thousands 
of loose leaf Reports on new tax and business law developments 
must be assembled and tied into bundles to meet post office require- 
ments and help get them to our subscribers quickly. 

“Bunn Package Tying Machines save us time . . . by tying these 
thousands of Reports ten times faster than hand tying.” 


Here’s how Bunn Tying Machines can save you time and money: 


Faster tying: In most cases, a wrap and tie can be made in 1% sec- 
onds or less. Each wrap of the twine is tension-controlled . . . can’t 
cut into envelope or packages. 


Automatic adjustment: Whether it’s 5 or 50 envelopes .. . or 500... 
each wrap is made in the same speedy time . . . without manual 
changes. 

Slip-proof knot: Postmasters everywhere approve the exclusive Bunn 
wrap and knot... can’t come undone even with rough handling. 
Simple operation: Inexperienced operators become experts in a very 
few minutes. Operation is fatigue-less and completely safe. 


B.H. BUNNCO., 7605 Vincennes Ave., Dept. RD-48, Chicago 20, Ill, 


Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Dept. rD-48, 


GET THE 7605 Vi 

incennes Ave., Chicago 20, Ill. 
WHOLE STORY 
Send today for 
this fact-packed 
booklet, which 
illustrates the 
many advantages Name 


(CD Please send me a copy of your free booklet. 
(CD Please have a Bunn Tying Engineer contact me. 


of Bunn Tying 
Machines. Company 


Or let a Bunn 
Tying Engineer Address 


No obligation. 
gat City 
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Compilation 
Engineering 
Solves List 


Problems 


Typical of the successful, up-to-date 
master lists we have developed and 
now offer ‘are: 
@ 170,000 Art and Music Creators 
and Appreciators 
@ 100,000 Society Page Names 
National 
@ 250,000 V.LP.'s 
Very Important Persons — 
National 
135,000 College and University 
Faculty at Home Address 
785,000 Members of Scientific 
and Educational Associations 
250,000 Key Business Executives 
Selected Nationally 
750,000 Opinion Molders 
Throughout U.S.A. 
500,000 Alumni Business Universities 
110,000 Leading Business Executives 
at Home Address—National 
350,000 Engineers in all fields 
600,000 Professionals in all categories 
110,000 Select Middle Management 
Executives—National 
Specify your needs; write for 
information and prices. 


WALTER DREY, INC. 


Brokerage + Compilation - Research 
257 Fourth Ave., New York 10, N. Y. 
OR 4-7061 


333 N. Ave., Chicago, Ill. 
I 6-4180 


HOW DO YOU 
SAY IT? 


That that is is that that is 
not is not is not that that 
that is 


Punctuating this sentence 
can be a brain teaser — 
and so can sales promotion 
problems. 


Many a sales promotion 
; problem, too, makes 
little sense at first glance. 


The specialists on the 
Ahrend staff, experienced 
in overcoming obstacles and 

building sales for twenty 

years, can often put the 
pieces together to create for 
you a new and more favorable 

sales promotion picture. 


Call Herb Ahrend 
at PL 1-0312 


Do you have the solution? 
Free prize if you do! 
If not — write us for it. 


AHREND 


ASSOCIATES 


601 Madison Ave. 
NEW YORK 22, N.Y. 


ing list of Dodge owners in each 
locality are provided free to dealers 
by the factory. Additional quantities 
of the postcards and charts are avail- 
able as traffic builders through mail- 
ings to competitive owners and pros- 
pects. But the campaign is being 
aimed primarily at Dodge owners 

. as a follow-up to a recent letter 


from Dodge president M. C. Patter- 
son. The top executive’s letter in- 
vited all owners to test-drive the 


firm’s 1958 models. 


ANOTHER 
“NEW YORKER” LETTER 


In the February Reporter on page 
44... we printed a collection letter 
which had been picked up by The 
New Yorker and panned with usual 
wisecracks. The New Yorker recently 
printed a letter from another Re- 
porter subscriber . . . but they didn’t 
credit the source or print the entire 
letter. The wisecrack wasn’t appro- 
priate. It missed the point, or the 
purpose of the letter. 

So to clear up the record . . . we'll 
give you the entire copy. It’s an un- 
usual letter . . . designed to clean up 
a mailing list, go after inactive ac- 
counts and stimulate orders. It was 
written by John H. Tobe, nurseryman 
of St. Catharines, Ontario, Canada, 
who for years has been editing his 
well-known house magazine, “Grow- 

recent book, 
was reviewed in 


ing Flowers.” His 
“Growing Flowers,” 
The Reporter as a fine collection of 
the best of Tobe’s house magazine 
editorials. 

So his four-page-letter-order-form- 
special-offer format went to people 
who were well acquainted with the 
Tobe Style of back-to-nature philos- 
ophy. We see nothing in it to warrant 
wisecracks and are passing it along 
for your information and entertain- 
ment. 


I was sorely troubled. .. . 

Burdens hung from my shoulders like the 
leaves and branches of the weeping willow. 

I sought solace and comfort in my fields. 
I walked and walked . . . unmindful of 
where I went. Normally I go about gaily 
with my eyes heavenward or straight ahead. 
Today my mind and my eyes were down- 
cast. 

Suddenly a sight caught my earthward 
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THE REPORTER 


Before you 
make your 


we next mailing 


CHOOSE 
FROM THE 


= “BILLION 


MAIL ORDER BUYERS, 
INQUIRERS and PROSPECTS 
For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply send 
us in confidence a detailed letter about 
your list problems along with sample 
mailing pieces, ads, etc. NO COST 

OR OBLIGATION. Write: 


MAIL ORDER 
LIST SERVICE, Inc. 


MAIL ORDER —¥ HEADQUARTERS 
. R-50 


38 Newbury St., "Gecten 16, Mass. 
Charter Stender National Council 
of List Brokers 


Direct M iil and Mail Order 


COPY 


@ that makes SENSE 
@ that makes SALES 
@ thot mokes BUYERS want 
to do business with you 
Write me about your plans 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . Dartnell Gold Medal . 
Editor of “IMP, “The world’s smallest 

house organ” 


If you MAIL fo EUROPE... 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader’s Digest and 

the New —_ Times have discovered 

the advan 

Write for obligation. 
Willemsparkweg 112 
Amsterdam. Holland 


DeMutator M. V. 


EVERYONE'S DOIN’ IT... . 


Yes, men who know direct mail realize 
that quite often they “can’t see the for- 
est for the trees.” That's when they call 
on T S & A for professional help. Try 
TS & A on your next direct mail cam- 
paign. You'll be glad you did! 


TALLMAN, SMITH & ASSOCIATES 


Direct Mail Advertising Agency 
Suite 460 — Wrigley Building 
410 N. Michigan, Chicago 11 WH 3-0608 


Call us in before plan- 

New Idea ning printed material. 
For Cutting Our dene can save you 
et money me and effort 
Printing Complete small and large 
Costs! presses. We offer all 


mailing services from 
production to postoffice. 


KENNEDY'S orteons st. 


Direct Mail Chicago 10, Ii. 
Advertising WhHitehall 4-1178 
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DIRECT MAIL 


directs replies...direct to you 


VISILETTER 

letter with return 
card in rear 
sleeve — unusvo! 
die-cut possibili- 


ENVELETTER 

letter with 
gummed envelope 
attached — excel- 
lent for question- 
noire, order, 


CIRCU-LETTER 

self-mailer in- 
cludes personolly 
oddressed return 
cord in printed 


PIGGY-BACK 
attached letter 
with reply 
gummed envelope 
—vused os self- 
moiler. 
FOR FULL DETAILS, PRICES CALL 


LATHAM PROCESS-200 Hudson St..W.Y.C.-WO 4-7740 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


vision and I was gay again! Truly, "twas 
a sight to create a flurry in the heart of 
any child of nature—tiny fairy roses barely 
8” tall, aglow, gleaming, opalescent, were 
in my path. I stopped to admire them . . . 
the leathery texture of their foliage, the 
form of their buds, the fragrance of the 
bloom. Here was a gorgeous red, full bloom, 
wheedling for the attention of a bee for 
fertilization. 


Why is man beset with financial worries 
—bills to pay—wages—wear—and tear— 
bank charges—taxes, taxes? . They all 
take money. I have to sell my wares—the 
products of my fields and glass houses—the 
seeds borne by my plants—the shrubs and 
trees that will bring flowers and fruit to 
grace and beautify your home. 


I am not Master of my fate, nor even 
Captain of my soul. I would (on my own) 
keep sending Growing Flowers to you, to 
anyone who wanted it—without thought of 
an order. . . . Just as long as you enjoyed 
it... that is all that would matter. But the 
accountant says if I do that, soon I will 
cease to exist in business and even those 
who paid their way will no longer get 
Growing Flowers. 


“No,” says the Pen and Ink Fellow, 
“those who send orders and those alone 
will continue to get Growing Flowers—all 
others must go.” 


I sauntered on A frantic flapping of 

_ A pheasant flushed out in front 
of me ... and with a reeling spurt, took 
off, wings outstretched, legs pulled to stern, 
sailing, soaring; a grand cockbird of plu- 
mage so bright that when the sun's rays 
struck his neck he shone like a jewel in 
the firmament. I was glad the hunters 
missed him and was grateful for the high 
weeks that gave him cover and shelter. . . . 
‘Tis an ill weed that grows nobody some 
good. 


Yes, I've threatened before, then dis- 
obeyed my banker. . . . I just couldn’t bear 
to cut off my friends . . . but this is it... . 
I can no longer ignore the ever-mounting 
facts that are presented. I must bow to the 
logic of economics. 


No, I'm not kidding! I am sincere. I hate 
to remove even one name from my list 
for I've regarded each name as a personal 
friend. I felt a kinship that words alone 
can never express. 


I'll miss you—but it is inexorable .. . 
‘tis the law of the jungle—a civilized one, 
but a jungle nevertheless. 


Won't you stay my hand? I am making 
this personal appeal to you . . . explaining, 
knowing you'll understand—and if possi- 
ble you will send me an order. I'll be wait- 
ing. . . . Please write to me. I promise to 
reply to your letter. 


Sincerely, 


John H. Tobe (Signed) 

(Handwritten P.S.) The next issue of 
Growing Flowers is 
due in March. Won't 
you write me in time 
sO as not to miss your 
copy. 


Reporter's added note: Incidentally, John Tobe 
is kind enough to say that he got the idea for 
informal, down-to-earth letterwriting many years 
ago fom reading The Reporter. He doesn’t know 
whether it’s good or bed . BUT he’s had good 


results these many years. 
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AAA FouRTH AVE. 


(n.w. corner 30th St.) 


MU 6-3700 


to better serve 
its growing client needs 


Join America’s top 
mail-advertisers ‘ 
in discovering how 


INTERNATIONAL LIST CO., 
Market Planners and List 
New York 16: 444 Fourth Ave. MU 6-3700 
Chicago 5 55 —. Wash. St. DE 2-0580 


Unsurpassed in Quality at any Price 


Enlargements 


3 & 24 HOUR SERVICE AVAILABLE 
FULL COLOR 


every purpose, toste ond 
A Division of JAMES J. pace to 
Plozo 7-0233 
165 West 46th St. 
ographers New York 19, N. Y. 


WE DELIVER® WHAT WE ADVERTISE 


MAIL ORDER STRATEGY 


. an idea-packed manval of personal 
interviews conducted by Lewis Kleid. The 
volume is profusely illustrated . . . show- 
ing samples of material the experts use 
to get orders by mail. Price is only $7.50 

. direct from 


The Reporter of Direct Mail 
224 Tt St. Garden City, N. Y. 


Alst ANNUAL CONVENTION 
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| DMAA "meet me 


Easy as One...Two...Three... 


Letters 


are typed automatically 


With Auto-typist the busy executive 
disposes of volume routine correspond- 
ence by merely selecting precomposed 
numbered letters or paragraphs. 


©) Letters can be composed of any combi- 
nation of numbered paragraphs which 
are recorded on Auto-typist record 
“memory” roll. 


3 Auto-typist eliminates routine typing and 
dictation... by automation 


Auto-typist brings you office au- 
tomation! It’s the fastest, most ac- 
curate way to handle all routine 
correspondence. 

It cuts costs . . . any standard 
typewriter can be used with 
Auto-typist, and any average 
typist can produce 100-125 letters 
a day, three to four times normal 
manual output! 

Here's how it works: pre- 
composed numbered letters or 
paragraphs are perforated on the 
record “memory” roll, which will 
store up to 250 lines of copy. The 
letters or paragraphs are num- 
bered to correspond with push- 
buttons, then Auto-typist 
automatically picks them out, in 


A 2 Aut 


tic Typewriter Company 
2323 North Pulaski Road 
Chicago 39, Illinois 
Manufacturers of Auto-typist, 
Copy-typist and Cable-typist 


correct order, and types them 
perfectly! Manual insertions can 
be easily made at any time. 

The Auto-typist method . . . the 
automatic push-button method of 
typing personalized letters... 
offers definite savings in every 
cost-conscious organization. Send 
coupon below for free booklet 
and full information. 


Auto-typist for automatic, 
personalized letter writing 


American Automatic Typewriter Co. 
Dept. 24 


2323 N. Pulaski Road, Chicego 39, lilinols 
Gertlemen: 


Please send me a free copy of “Quality with Quan- 
tity” through Auto-typist Personalized Letters. 


Company and Title 
Address 


. 


SPECTACULAR 
CALENDAR 


One of the best calendars of the 
year came from Raleigh Lithograph 
Corporation, 100 6th Avenue, New 
York, N. Y. 

Truly . . . a spectacular! 

Each illustration in the spiral- 
bound piece showed the same mod- 
ern art treatment of a farm land- 
scape. Using 12 different colors in 
their production, the seasonal atmos- 
phere of the landscape changes dra- 
matically as the calendar pages are 
turned. 

The nine year-old lithographing 
firm was just as spectactular in its 
selection of paper stocks. The beau- 
tiful job was lithoed on Hamilton 
Carousal and Strathmore Beau Bril- 
liar‘. Its smart-looking cover (book 
cloth) was gold-stamped “1958.” 

Robert O'Dell, promotion art direc- 
tor of House & Garden magazine was 
responsible for brilliant design of 
this calendar spectacular. Created 
and produced for about $5 per copy. 
Raliegh sent 1,000 of the color- 
changing calendars to top prospects. 
A year-long investment which should 
prove well worth it in terms of calls 


to WOrth 0-1880. © 


A REAL RECORD 
FOR BLOTTERS 


A monthly house organ printed on 
a blotter is now in its 25th year of 
building customer good will for J. M. 
Bryant Company, Clarksville, Arkan- 
sas, manufacturers of barrel staves 
and heading. Not a month has been 
missed in the 24 years — possibly a 
new record for mailing pieces. 

Called “Bryant’s Oak-K” to tie up 
with the company’s exclusive use of 
oak timber for its products, the blot- 
ters contain no advertising for itself 
other than a line at the bottom: “Have 
You Any Stave and Heading Prob- 
lems We May Help You Solve?” 

Half of each issue is devoted to a 
snappy. illustrated article on recent 
scientific developments or other time- 
ly subjects which can be related di- 
rectly or indirectly to the cooperage 
industry. Other features are a little 
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calendar for the month, a mathemati- 
cal word puzzle under the heading 
“Can You Solve This One?”, a few 
odd facts about liquor, and a joke or 
two under the appropriate caption 
“Staving Off Gloom!”. 

Friend Leo P. Bott, Jr. of Chicago, 
has handled the Bryant account and 
prepared the copy for every issue 
since the first in April, 1934. 

The Oak-K is mailed to customers 
throughout this country and abroad. 
Many letters of comment, particularly 
about the puzzles, prove that the blot- 
ters have accomplished the good will 
job intended. Leslie E. Bryant, Presi- 
dent of the company, reports he has 
often noticed these blotters on the 
desks of customers when making calls 
over the country and they prove to be 
good conversation pieces. We'll look 
forward to absorbing the next 25 yrs. 
of good will building copy. 

@ 1%¢ pays postage on advertis- 
ing mail to 1.75 oz. weight from Hol- 
land to the U. S. Postage rates to the 
U.S. are 1.9¢ to 2.3¢ from France, 
England, Germany and Switzerland. 
Lower printing and production 
charges abroad reduce overall costs 
to less than that of U. S. domestic ad 
mail. 


And Merle Blair Advertising in 
Garmisch, Germany, reports compil- 
ation of a list of 50,000 U. S. families 
now living in Germany. Military 
members are all top three enlisted 
grades or commissioned officers with 
incomes to $11,500 a year, exclusive 
of overseas allowances. Civilian mem- 
bers are largely Civil Service employ- 

The lower production and mailing 
costs in Europe make it possible to 
reach this market with a double reply 
postcard at a cost of only $23.50 M. 
This is total cost to the advertiser in- 
cluding printing, postage, addressing 
and mailing. Production and mailing 
services are also offered for mailings 
from Europe to U. S. customer lists. 
You can get more information from 
Merle C. Blair, Advertising and Mar- 
keting, Angerstrasse la, Garmisch 
Germany. 

@ A new service authorized by the 
Civil Aeronautics Board has been an- 
nounced by Hans Theodore Ahlers, 
president and founder of Airways 
Parcel Post International. Offers sim- 
plicity of foreign shipping, plus cost 
reductions of approximately one third 
less than existing post office rates. 
There is virtually no size or weight 


restriction since excessive weights, 
size, or commodity restrictions are 
elided into the firm’s air freight serv- 
ice. 

A further, more significant feature 
is that of 24 hour pick up service im- 
mediately upon demand. The service 
is available throughout the United 
States. 

APP is a network of actual foreign 
air mail services and as such can ac- 
commodate classes of mail which 
could otherwise be barred from pri- 
vate transport by the private express 
statutes. As actual mail, it enjoys first 
priority on all aircraft along with 
many other unusual features, some of 
which are not available through the 
U. S. international meils such as 
C.O.D. service. A very important item 
to shippers in the advertising and 
financial fields is that of F.D.D. 
(franc de droits or prepayment of 
customs charges by sender). Special 
Delivery, or Advice of Delivery for a 
fee of only 7 cents. 

Rates to 99 countries and principal 
cities can be obtained by writing to 
Airways Parcel Post International, 
Inc., Teterboro Airport, Teterboro, 


J. @ 


superstitious? 


We're not. Black cats or broken mirrors hold 
no fears for us. We know that luck, good or 
bad, has nothing to do with quality produc- 
tion or meeting deadlines. 


At Bruce, Richards Corporation we have 
developed a system of organization that in- 
tegrates planning, supervision and skills to 
achieve the required objective on schedule. 
Experience, healthy growth, continuity of 
management and low personnel turnover 
insure quality control and economy of 
operation. 


Try your luck with us. You'll get the same 
fine results we consistently deliver for our 
other clients — and luck will have nothing to 


do with it! 


Pruce Richards 


250 FOURTH AVENUE + NEW YORK 3, WY. 
ORegon 7- 4600 


© OFFSET PRINTING 

* AUTOMATIC AND HAND INSERTING 
PREMIUM HANDLING AND MAILING 
SPECIAL PROMOTION AND SALES KITS 
CONTEST CREATION AND JUDGING 


. 
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ENCLOSE og OFFER 


wit TADDERN INC. 


215 FOURTH AVENUE + NEW YORK 3, WN. Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: Notional Council of 

Mailing List Brokers 


SEND THIS COUPON! it will bring you \ 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


service is FREE. Simply send the COUPER. | 


make sure your next mailing brings 


the replies and results you want... 
be sure that you specify 


RESPONDA- 


For samples and details, 
CHICAGO: 411 South Sangamon 
NEW YORK: 520 Fifth Ave., 


COLOR tos 
IMPACT 


at low cost 


ra 


St., 


1CURT TEICH & CO., INC.; 
11733 W. Irving Sark Rd., CHICAGO 13, a. 


LETTER 


Tried and proved time after time, Responda- 
Letter consistently out-pulls ordinary direct 
mail! 
get inquiries and sales, back up salesmen, 


Used by mailers in every “field” to 


The “built-in” 


ise funds, clean lists. 


reply form shows through the window in letter 
and envelope—one addressing personalizes all 
three pieces. 


call or write RESPONDA-LETTER 


Finest copy and art available, too. 


Chicago 7, Ill., MOnroe 6-9878 


New York 36, MUrray Hil Hill: 7-6359 


Available for the First Time* 


SELECTIVE CONTROLLED MAILING LISTS 


(Compiled for private audience at- 
tendance in connection with presen- 
tations of color-sound motion pic- 
tures to promote trade and to in- 


fluence public opinion.) 


Hand - picked individual receptive 
prospects selected on a carefully 


controlled basis. 


Please mail us your mailings, or 
data on your offer so we may deter- 
mine which lists to recommend for 


testing. Please do not phone. 


AFFILIATED AUDIO-VISUAL NETWORK 
INCORPORATED 
220 Fifth Avenue, New York, N. Y. 
* List Brokers Protected 


An entirely new 

collection of top- 

flight ready-to-use 

ort for ods, promo- 

tions, editorials. 

3 Copy lines to spork 
* 1000 uses. Repro- 
duction on heavy 
Krometote, in de- 
luxe ring binder. 
$27.50. Illustroted 
index. 


IDEA ART 
307 Fifth Avenue, New York 16, N. Y. 


YOU CAN’T OPEN YOUR 
STAFF’S MAIL 


Walter Kraus of The Walter 5. 
Kraus Company, 48-01 42nd St., Long 
Island City 4, New York sent us a 
batch of nixies returned to him from 
big companies. They were addressed 
to both person and title . . . but still 
returned because the person was no 
longer with the company. 

“Even though the title of the posi- 
tion was included, these were returned 
to us unopened,” Walter reports. 
Knowing the companies (big ones) 
were still at the same address, Walter 
queried the post office on why his 
envelopes were returned. 

This answer, from W. F. McDon- 
ough, district operations manager of 
the New York Post Office, is an im- 
portant regulation to remember: 

“If a letter is addressed to an indi- 
vidual as follows: 


Mr. John Jones 
General Electric Company 
i Market Street 
Schenectady 3, New York 


it is not permissible, by post office 
regulations, for the firm to open the 
envelope. 

“Mail addressed to a person at a 
firm is delivered with other mail di- 
rected to the firm, unless otherwise 
ordered by the addressee. If the ad- 
dressee is no longer at that address, 
the mail should be redirected to his 
current address. If the forwarding 
address is unknown, the mail should 
be returned to the post office for re- 
turn to the sender.” 

The point is: You can’t open your 
staff's mail. We've heard about a case 
involving a law suit over the matter. A 
man left a firm while scliciting a new 
job. A job offer was then addressed 
to him at the firm he left. His former 
boss opened it. The man sued the com- 
pany for a fat sum . . . and won. 

Mail is person to person. If a piece 
is addressed to a person . . . don’t 
open it unless the person is you. @ 


“[ WOULD NOT HAVE YOU DIs- 
COURAGED at the little dullness of busi- 
ess which is only occasional. A close atten- 
tion to your shop and application to 
business will always secure more than an 
equal share, because every competitor will 
not always have those qualities. Some of 
them, therefore, must give way to you, and 
the constant growth of the country will in- 
crease the trade of all that steadily stand 
ready for it.” 

. From a letter written by 
Benjamin Franklin to Sam- 
uel Franklin, London, on 
July 7, 1773. 


Reporter's Note: Thanks to Graphic Arts Assn. 
of Washington, D. C., for reminding us of this 
classic. 
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Rates $1.35 per line 85¢ Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED 


| 


ADDRESSING PLATES 


MAILING LISTS 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


BUSINESS OPPORTUNITIES .. . 


VITAMIN BUSINESS . . . Mail Order . . . for 
Sale $12,000. Owner has other interests. Box 
34, The Reporter. 


COPY THAT PULLS 


Winner DMAA, Sales Management and other 
awards offers part time or free lance counsel 
and copy. Sound merchandiser gets results. 
Write Box 42, The Reporter. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph——Speed- 
aumat—Elliott Addressing Machines. Grapho- 
types — Cabinets — Trays — Plates — 
Frames. Multiliths — Postage Meters — Tyers 
etc. Surplus Equipment Purchased. 

James Eckstein 
326 Broadway, N.Y. 7, N.Y. HAnover 2-6700 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers- Wholesalers -Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


APRIL, 1958 


Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rod Press, E 

Pa. 


EQUIPMENT WANTED 


Mail-O-Meter machine, for anplying stamps to 
envelopes. Please state condition and price. 
Write to Alan Dugdale, Drumcliff Company, 
Hillen Road and Centre Ave., Towson 4, Md. 


FOR SALE 


8 UNDERWOOD CARDWRITERS—almost new 
Cut less than 20,000 stencils per machine 
Used in the Addressograph-Electronic 
Addressing System 
Purchased new in 1957 
Cost $550.00 
Will sell for $350, singly 
or $300 each for all 8 machines 
FOB Los Angeles 
Krupp’s Direct Mail Center 
2390 W. Pico Blvd. 

Los Angeles 6, California 


MAILING SUPPLIES 


CARBOFF .. . 3 x 5 Index Cards for making 
copies of Mailing Lists while addressing en- 
velopes or letters. Self-Copying, No Carbons, 
$1.70 per 1,000, f.o.b. Rochester, N. Y. Also 
CARBOFF Seif-Copying papers and Address- 
ing Labels. Samples and prices on request. 


WAXON-CARBOFF, Inc. 
8 Commercial St. 
Rochester 14, N. Y. 


Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
and Speedaumat plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


STICKER-LABEL IDEAS 


For profit, economy, efficiency. Product, direc- 
tion, shipping labels; good-will stickers etc. 
Catalog. IMPRINT of Emporia, Kansas. 


FOR SALE 


UNUSED MODEL 40 spirit “MASTER AD- 
DRESSER”. Up to 1200 per hour hand oper- 
ated. Uses rolls or cards. $5.00; express pre- 
paid. Complete with two plates and equip- 
ment. 
GILBERT'S ORGANIC FARM 
1225 North Euclid 
Dinuba, California 


EQUIPMENT FOR SALE 


Auto-typist — Standard Model, complete with 
typewriter $80.00, Auto-typist—Selector Model, 
complete with typewriter $110.00, Auto-typist 
Perforator $150.00, (2) F-16 Vari-Typers, 1949 
and 1953 Models $100.00 and $200.00 respec- 
tively, (5) Light Tables for Art Department 
$20.00 each, all prices f.o.b. Cleveland, Ohio. 
All items in excellent condition offered for sale 
considerably under original value. Call or write 
Henderson-Hazel Corporation, 13601 Euclid 
Avenue, Cleveland 12, Ohio. Liberty 1-6200. 


FOR SALE 


Coxhead Vari-typer 


2 Months use—less than 1 year old. Model 
160 DSJ. Save $1,000.00. FCA, 381 West 
Center Street, Marion, Ohio. 


SITUATIONS WANTED 


Post Office clerks...15 years experience in 
sorting letters and labels... alphabetizing. 
CA 8-1654 OL 7-1898 
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Sterling Street. East Orange, N. J. (OR 


ADORESSING 


ih 
L. Polk & 


Howard Street, Detroit 31, Mich. (WO 
Mai! 26 ficrtine Street. Kast Orange, N | (OR Sangamon St., Chicago 7, Ill, (MO 
Ss Mailing Service 16030 Ventura Bivd., Encino, Calif. (ST 8-1252) Responda- Letter New York 36, N. ¥. (MU 7 
. dies — Richardson-Shaw Ire., ....15555 W. MeNichols Rd., Detroit 35, Mich. (BR 
ADDRESSING MACHINES Maxwell Sectheim & inc. Madison 
Business Machines Co.,.19 Hudson St., New York 13, N. Y. (CA 6-6233) Males Letters, Inc. .........++-- 153 W. 23rd St.. N. Y. C. (WA 
lott Addr. Machine Co....... 554A oe", &t., Cambridge 39, Mass. (TR 6-2020, The Smith Company 67 Reale St.. San Francisco, Calif. (SU 1- 
Mailers’ Equipment Co............ 15th St, N. ¥. 11, N. ¥. (CH 8-¥e42) Lioyd F. Wood Associat .1610 Wise. Ave., N. W., Wash. 7. D.C. (CO 5-9042) 
ADDRESSING PLATES AND EQUIPMENT DIRECT MAIL CONSULTANTS on 
. sa Gendernalik & Associates....... 16030 Ventura Bivd meino, Calif. (§ 8-1280) 
The Pongad Companics........ Pengad Building, Bayenne, New Jersey (HE 6-025) 6741 Deleon, Long Beach, Calif. (GE 1-3241) 
ADDRESSING — TRADE Lawrence Lewis & Assoc........ 75 Fifth Avenue, New York 10, N. ¥. (OR 7-6868) 
P| Te Flushing, New York (ITI 5-3191) DIRECT MAIL EQUIPMENT 
Belmar Typing Service....... 91-71 ‘Tiith St. Richmond Hill 18, N. ¥. (VI 6-532) American Automatic Typewriter Co. 2323 N. Pulaski Road, Chicago 39, iilinols 
Mute-Typist. N. Pulaski K., Chicago 39, Lil, (BV 5151) 
AOVERTICONNG ART 7605 8. Vincennes Ave., Chicago 20, Ill. (HI) 3-4455) 
obs 307 Fifth Avenue. New York 16, New York (MU 6-T27¢ Felins Tying Machine Co. ....3351 N. 35th St.. Milwaukee 16, Wis. (Hf 5-7131) 
Services. 100 Walnut Street, Peoria, Friden Caleulating Machine Co., Ine... 2350 Wi Avenue, San Leandro, Calif. 
National Bundle Tyer Co. . Blieefield. Michigan (RI, 142) 


Stamford, Conn. (FI 8-2621) 


ADVERTISING BOOK MATCHES Pitney-Bowes, 
Phila. 7, Pa. (WA 2-4218) 


Match Corp. of America . 3433-43 48th PL, Chi. 32, TL (VI 17-2244) Scriptomatic, 


ELLIOTT STENCIL CUTTING 
Allee Business Service, me.. 32-15 33rd St., Long Island City 6, N. Y. (AS &-4302) 


e ve 
amaavers. PLAN, LIST SELECTION, COPY, RESULT EVALUATION Rillott Addressing Machine Co:..117 Leonard St., New York 1 . 
Troy M. Rodiun, T. & D. Rodiun, (1832 W St. V.W., Wash. 6, D.C. (RE 71-3443) ENVELOPES 
ART SERVICE ‘The American Paper Products Co............... > dl Ohio (FU 5-4240 
Monogram Art Studio 515 Madison Avenue, New York 22, New York Products Ca... PO. Tox Ga. 6 
terlin & J 601 W 6th St., r 1 (WA 4-4400) 
AUTOMATIC MACHINE-ADDRESSING SERVICE The Moston ‘0. "397 High St.. Dedham, Mass. (FA 5-6700) 
Charlotte Letter Co., Ine., 101 Wilder Bidg., Charlotte, N. C. (FR 4-355%) Colortone. .. 2412 17th St., N. W., Washington, D. C. 
Merit Muilers ...... 24 Sterling Street, Fast Orange, N. J. (OR 2-3900) Samuel Cupples Envelope Co. ....36¢ Furman St., Brooklyn 2, N. Y. (TR 5-6285) 
AUTOMATIC SIGNING MACHINE Cupples-Hesse Corp. ...... 3483 Keosauqua Way, Des Moines 14, lowa (aT 8-578T) 
International Autopen Ce 1026 20th St., N.W., Washington 6, D. C. (NA 8-5814) Cupples-lMesse Corp. ...... 3633 Michigan Ave., Detroit 16, Mich. (TA 6-7366) 
Cupples-lesse Corp. ...... 4175 N. Kineshighway. St. Louis 15, Mo. (EV 38-3700) 
AUTOMATIC TYPEWRITING Curtis 1006 Inc. .......... 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Carlson Automatic Typewriting Service 3744 N. Clark St., Chicago 13, Ill. (BA 17-5406) Detroit Tullar Envelope Co., ....2139 Iloward St., Detroit 16, Mich. (TA 5-2700) 
Commercial Mailings. . 2390 Bast 37th Street, Los Angeles, Calif. (LU 9-2442) Garden City Envelope Co... .. 3001 N. Rockwell St., Chi, 18, 17-3600) 
D & A Automatic Mailings. ~.«««++-B18 North Fourth Street, Milwaukee 3, Wisconsin Gaw-O ilara Envelope Co 500 N. Sacramento Bivd., Chi. 12, Til. (NE 8-1200) 
The Gra» Envelope Mfg. Co.......... 55 33rd St Brooklyn 32, N. Y. (ST 8-2900) 
BOOKS Here Rnrelage Ce, 4500 Cortland St., Chi. 39, Til (CA 17-2400) 
Art & Teh. of Photo Eng. Moran Eng. Co. ...... 44 W. 28, p .. Y.C. 1 (MU_9-8585) Quality Park Envelope Company. 2520 Como Ave.. St. Paul 1. eo 
Postal Review Associates Battle Creek, Mictugan Envelope Co..........- 72 Clarissa St., Rochester 14, N. Y. (HA 6 4) 
Reporter of Direct Mais sien Hekdathaise ith, Garden City, N. 2. The Standard Envelope Co. (1600 EB. 30th Cleveland 14, 0. (PRI 3988) 
Dogs That Climb Trees w Tension Envelope Corp. .....19th & Campbell St Kaneas Citv, Mo. (HA 1-0092) 
How To Get The Kight Start in Direct "Advertising Tension Envelope Corp....... 270 Madison Avenue, New York 16, N.Y. (1.8 2-6212) 
How To Think About Direct Mail Transo Envelope Co. .. N. Kimball Ave.. Chicago 18, Til (IR 8-4914) 
How To Think About Letters edeosederdgcceceece Transo Envelope <0. .......... 22 Monitor St., Jersey City, N. J. (HE 4-1587) 
How To Think About Readership Direct 3 eee United States Envelope Co. ....... Springfield 2, Mass (RE 68-7211) 
How Direct Mail Solves Managemert Problems ..... ee United States Envelope Co. ..... 217 Broadway, N. Y.. N. ¥. (BA 17-5700) 
How To Think About Showmanship in Direct Mat! tit Wolf Detroit Envelope Co. ...... 14700 Dexter Ried, Detroit 32. Mich. (DI 1-2221) 
How To Think About Mall Order ....... 
How To Think About Production and Mailing ...... ¥ ENVELOPE SPECIALTIES 
How To Think About Industrial Direct Mail ..........ceceeeeeenes Curtis 1000 Ine. ..... 150 Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-1221) 
Tu-Plex Envelope Corp. ....... 3026 Franklin Chi. 12, Ul. (NE 8-1200) 
BUSINESS FORMS Garden City Envelope Co. 3001 N. Rockwell St.. Chi,, 18, Ill. (CO 7-360@) 
Alfred Allen Watts Company, Allwood P. 0., Clinton, New Jersey Heco Envelope Co. .........- ....4500 Cortland St., Chi. 39, 17-2400) 
Teneton Fnvelone Co. 19th & ‘Campbell Sts. Kansas City & Mo. (HA 1-0092) 
CATALOG PLANNING The Sawdon Company Ine....... 480 Lexington Ave., New York 17, N.Y. (PL 5-2516) 
Catalog Planning Co - 101 W. 55th St.. N. ¥. 19, N. Y. (PL 7-1987) The Wolf Envelope Uo. ..... 1749-81 KE. 22nd St., Cleveland 1, O. (PR 1-8470) 
CHRISTMAS STATIONERY FOREIGN MAILINGS 
The Newbern Company ..2025 South Cooper Street, Arlington, Texas (CR 5-2207) 5 Roosevelt Scarsdale, N. Y 
DeMutator MV.... ..Willemsparkweg 112, Amsterdam, Holland 


Leo P. Bow Jr E. Jackson Bivd.. Chi. 4, (HA 17-9187) Merit Mailers 26 Sterling Street, East Orange, N. J. (OR 2-3000) 
m A. Foley ° ‘ 2222 Olive Street, St. Louis, Mo. (CI 1-2915) — 
Orville BE. Reed 106 N. State St.. Howell, Mich. (Tel: 65) Automatic M (EL, 4-3887) 
Big Re bl 107 “We St t, N uloma allin Sew a N. J. 
est ath Street, New York 23, (SU 1-2821) 753 4uh “Brooklyn 32, (80 8-481) 
E St... N. ¥. 3, N . (On 3-0 
DIRECT MAIL AGENCIES Coupan Service Corp ST East 
. Creative Mailing ecvien ..460 North Main St., Freeport, N.Y. (FR 8-4830) 
Abrend Asseriates, Ine 601 Madison Ave, N. C. 22, (PL 1-0312) Drumeliff Advertising Service Hillen Rd., Towson 4, Md. (VA 38-7290) 
American Mail Advertising, Ine........ Newbury Besten 16, Mass. Mailings Incorporated.........55 West 13th St., New York 11, N. Y. (WA 9-5188) 
EA, — 108 ON. National hank Bide... Phils Merit Mailers 26 Sterling Street, East Orange, N. J. (OR 2 ) 
Chase Direct Mail Service Corp i2 EB. 46th St., New York 17, N. ¥. ; West. Emp. Dir. Adv, Co. ...612 Howard St., San Francisco 5, Calif. (GA 1-8500' 
...470 Atlantic Boston 10, Maas. INVISIBLE INK LETTERS & POST CARDS 
Yickie-Raymond, Inc Park Ave., N. Y¥. 17, N. Y. (MM 
Direct Advertising Assoclates..21 Bast 40th Street, New York 1, N. M. E. Moss & Co.........- eoeees 119 d Ann Street, Hartford 3, Conn. (JA 2-6505) 
irect Mat! Services.... Luckie St., N. W., Atlanta 3, G 
Duffy & Asso Ine O18 N. 4th St, Milwaukee 2, Wis. LABEL PASTERS 
General Office Service, Inc S27 6 St.. VN. W., Washington 1, D. C. (NA 8-5348) Potdevin Machine Co.............+++- 281 North St., Teterboro, N. J. (HA 8-1941) 
Harrison Service Inc 210 Evst 50th Street, New York 22, N. ¥. (PL 1-282u) 
Hickey-Murphy Div. of James Grav, Inc. 214 KE. 45th St. N. ¥. C. 17 (MTT LABELS 
Kennedy's Direct Mail Advertising. .412 N. Orleans St., Chicago 10, Til = 4-1178) Allen Hollander Co., Inc...... .385 Gerard Ave., New York 51, N. ¥. (MO 5-1818) 
Latham Process Corp 200 Hudson Street, New York, N. ¥. (WO 4-7740) Big. CO. Framingham, (TH 38-3511) 
John M. Lord & Co.............171 Newourry Street, Boston 16, Mass. (co T-1020) Tompkins Label ‘Service. Frankford and Allegheny Aves., Phila. 34, Pa. (RE 9-6878) 
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LETTER GADGETS 
OB... 45 W. 45th Bt, N. ¥. 36, N. ¥. (JU 2-2186) 
Robert Straub & Co...........542 South Dearborn St., Chicago 5, Ill. (WA 2-1881) 
LETTERHEADS 
Brunner, Inc., Printers-Lithographers, 1010 Jefferson Ave., Memphis, Tenn. (BR 2355) 
Marshali Press, Inc..........812 Greenwich Street, New York 14, N. ¥. (MU 5-8874) 
Respen Chi 7. Il. (MO 6-9878 
a-Letter 411 Sangamon ( ) 
Responda-Letier .........++ 520 Fifth Avenue, New York 36, N. ¥. (MU 71-6359) 
LIST SERVICE 
American Press ........--+ 8S. Tth, Columbia, Mo. (GI 3-9731) 
MAGAZINES 
The Kiwanis Magazine............520 North Michigan Avenue, Chicago 11, Ilinois 


MAIL ADVERTISING SERVICES (Lettershops) 


BROOKLYN, NEW YORK 

Vaico Keproduction & Mailing Service, Inc........ 1715 Avenue Z (35) (SH 3-5235) 

CHICAGO 

Doolittio & Co., Une. ...ccccccceseeces 320 N. Dearborn St. (10) (SU 7-1722) 

CLEVELAND 

Cleveland hetter Serv., Ime. 740 W. Superior, (13) (SU 1-8300) 
Silverman, Inc... 1270° Ontario Street (CH 1-6575) 

DETROIT 

Advertising Distributors of America, Inc........... 4444 Cass Ave. (1) (TE 3-0500) 

Advertising Letter Service ...2930 Jefferson Kast, (7) (14) 71-9585) 

BR. CO 431 Howard St. (31) (WO 1-9470) 

EAST ORANGE, NEW JERSEY 

cc 26 Sterling Street (OR 2-3900) 

ELIZABETH, NEW JERSEY 

Automatic Mailing Service... 829 Newark Ave. (EL 4-3887) 

HOUSTON 

Premier Printing & Letter Serv. .........6-005- 620 Texas Ave., (2) (CA 17-4145) 

LITTLE ROCK, ARKANSAS 

Personalized Letters Inc... 404 E. Capitol Avenue 

LOS ANGELES 

Krupp's Adv. Mailing Serv...........+-+05+- 2390 W. Pico Bivd. (6) (DU 5-5421) 

MARION, OHIO 

Fulfillment Corp. of America ........... osesece 381 W. Center St. (Tel: 2-1187) 

MIAMI, FLORIDA 

Ace Letter Service Co... 3800 N.E. Ist Avenue (PL 7-4577) 


Milwaukee, Wisconsin 
The Carr Organization...1319 North Third Street, Milwaukee 12, Wise. (BR 6-4246) 


MONTREAL, CANADA 


Cammercial Letter & Litho Inc..............- 359 St. James St. West (AV 8-0297) 
NEW YORK GITY 

Advertisers Mai‘ing Service, Inc 15 West 18th St., New York, N. Y. (AL 5 
Ambassador Letier Serv. Uo. Btone St.. (4) (BU 


Bruce Richards Corp..... 
Century Letter Co., Ine 
Chase Direct Mail Bervice Corp. 2 EK. 46th St. (MU 

Mary Elien Clancy Co. 
Coupon Service Corp. ok 
Mailings Incorporated... . 
Mailograph Company Inc... 
The St. John Assoc. Inc. 


6 Fourth Avenue, New York, N. ¥. (GR 
48 


> 


. (36) (JU 2-3344) 


Surety Letter Bast 42nd Street (MU 2-5377) 
PHILADELPHIA 

Connelly Organization, Ine. ...........cseseeees 1010 Arch St., (7) (MA 17-8133) 
Weodington Mail Advertising due 1304 Arch St.. (7) (PI 6-1840) 
PITTSBURGH 

Adwerisers Associates Inc. .........66-56e0seeuee 1627 Penn Ave., (22) (AT 1-6144) 
ROCHESTER 

15 South Ave., (4) BA 5-6340) 
SAN FRANCISCO 

The Latter 67 Beale St. (SU 1-6564) 
OSLO /NORWAY 

Bkspedisjonsentralen A. 8... Raadhusgaten 8 


MAILING LISTS — BROKERS 
Archer-Bennett List Service, Inc.....140 W. 55th 8t., N. Y. 19, N. Y¥. (JU 6-3768) 
George Bryant & Staff 71 Grand Avenue, Englewood, N.J. (LO 7-8200) 
George Bryant & Staff 4 /. Tth St., Los Angeles 4, Calif. (VA 9868) 
The Coolidge Co., Inc... ........+.s++: 125 East 23rd St., N. Y. C. 10 (AL 
Dependable Mailing Lists Ine. 


Walter Drey, Inc. 33 Michigan Ave., Chi. 1, Ill. (PI 6-4180) 
Walter Drey, Inc 4th Ave., N. Y. N. Y¥. (OR 4-7061) 
Dunhill Int'l List Co., 55 Bast Washington St, Chicago 2, Ill. (DE 2-0580) 


565 Fifth Ave., New York 17, 'N. ¥. (OX 
160 Engle St., Englewood, N. J. (BR 
26th St., N. Y. 10, N. ¥. (OR 


Dunhill Int'l List Co., 
Walter Karl, Inc.. 
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Lewis Kieid Co. 25° West 45th St., New York 36, N. ¥. (JU 2-0830) 

Maddern, Inc. 215 4th N. ¥. 3. N. Y¥. (SP 

‘osely Mail Order List Serv 38 Newbury St., Boston 16, Mass (CO 6-3380) 
Names Unlimited, Inc.......352 Fourth Avenue, New York 10, N. Y. (MU 6-2454) 
D. L. Natwiek Co...... ..136 W. 52nd Street, New York 19. New York (CO 5-8616) 
People in Places, Inc........ 175 Fifth Avenue. New York 10, N.Y. (GR 3774) 
Planned Circulation 19 West 44th Street, New York 36, N. Y. (MU 4158) 
William M. Proft Associates........585 Main St., East Orange, N. J. (OR 233) 
Roskam Adwertising 1420 Grand Kansas City Mo. (HA 
Sanford Evans & Co., Ltd., 156 Lombard Ave., Winnipeg 2, Manitoba, Can. (WH 2-2151) 
William Stroh, Jr. ......... }68-570 54th St.. West New York. N.J. (UN 4200) 
James FE. True Assoc. 419 4th Ave.. N. ¥. 16, N. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OF COMPILERS & OWNERS 


Direct Mail Users 18,500 (Reporter of DM) 
Fund Raising Lists...........+.-+se++6. . ee Wm. M. Proft Associates) 
New Car Buyers.. .Midwest and Western 8 BAGS. ccceess (Gile Letter Service) 
Pet Shops, 6000;. "Pet ‘supply jobbers, 221; .Cat breeders, 7000....(All Pets) 
Public Kelation & Promotion Lists.................se++ (Wm. M. Proft Associates) 


MAILING LISTS — COMPILERS & OWNERS 


Active Equipment Supply ... 1308 Jericho Tpk., New Hyde Park, N.Y.(FI 3-47 4 
Active Mail Order List Co...241 Lafayette Street. New York 12, N. ¥. (WA 5-2450 


Affiliated Audio Visual Network, In 20 —, Avenue New York, N. Y. 
Albert Mailing Lists ............ 120 Liberty St. N. ¥. (RE 2-7573) 
Allison Mailing Lists Corp. ......806 Lexington Ave., N, %. Y. (TE 2-8430) 
All-Pets Magazine, Inc....... 74 Darling Place, Fond du = Ww ise. (WA 2-0080) 
Associated Advertising Serv..... 613 Willow St., Port Huron, Mich. (YU-5-7773) 
Bodine’s of Baltimore .......... 1 E. Precton St., Baltimore 2, Md. (VE 7-0400) 
Bookbuyers Lists 363 Broadway, N. Y. 13, N. (WO 4-5871) 
Boyd's City Dispatch, Inc. 0 E. 23rd St., N. ¥. 10, N. Y¥. (OR 9-3250) 
Buckley-Dement ............ 555 W. Jackson Blvd 6, Ill, (HA T-3862) 
Catholic Laity Bureau ......... 45 West 45th St., N. Y¥. 36, N. ¥. (CO 5-4490) 
Creative Mailing Service ........ 460 N. Main St., Freeport, N. Y. (FR 8-4830) 
Directory of Assns. Gale Research ~*~ a Book Tower, Detroit 26, Mich. (WO 1-5340) 
Walter Drey, Inc. ........++-+05+ N. Michigan Ave., Chi, 1 Ill, (Fi 6-4180) 


Walter Drey, Inc. ............. an = Ave, N. ¥. 10, N. ¥. (OR 4-7061) 
Dunhill International List ‘Co.’ Inc... ... Fitth Ave., N.¥.C. 17 (OX 17-6767) 
Drumeliff Advertising Service,..... ot Rd., Towson 4, M (VA 38-7200) 
Fairchild Lists airchiid Publications Inc...7 12th St., N. N.Y. (AL 5-5252) 
Gile Letter Service. Third Avenue South, Minneapolis 2, “shine” (PE 3-3471) 
Fritz 8. Hofheimer ............... .28 E. 22nd Su, N. ¥. 10, N. ¥. (OB 4-6420) 
Webster, Mass. (WE 2780) 
Jewish Statistical Bureau .320 Broadway. New York 7, N. Y. (BE 38-4239) 
Mail Advertising Corp. of America...... 435 N. LaSalle Street, Chicago 10, Illinois 
Manpower, Inc -Home Office—820 N. Plankinton, Milwaukee 3, Wisconsin 


140 Offices in Major Cities woones See Yellow Pages for Local | Phone Numbers 
Market Compilation Bur.....11834 Ventura Bivd., N. Hollywood, 


Merit Mailers ........... 26 Street, East 
Official Catholic Directory 12 Barc lay St., N 
Palmer Lists ........0+: .2432 Grand Concourse, 
Paramount Mailing Lists 17-14 188th St, Fisting 

R. L. Polk & Co........ ° Howard Street, Detroit 31, 

W. 8. Ponton, Honeck 8t., 
Wiliam M. Proft Associates......... 585 Main St., East Orange, N 
R. L. Rashmir,.......... 11834 Ventura Bivd., N. Hollywood, 
Reporter of ay Mall Ady 224 7 St.. Garden City, N 
Research Pro. Inc..... New 

The Speed On... land City 
William Stroh, Jr........ 568-570 54th St.. West New York, N 


Freeport, N. Y. 2) 
15 East 26th St., N. ¥. 10, N. ¥. (MU 5-6278) 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates, 431 S. Wabash Ave., Chicago 5, Ill. (HA T-4144) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 


Zeller and Letica, Ine. 


Pollard-Alling Mfg. Co.,........ 220 W. 19th St., N. Y. 11, N. Y¥. (CH 83-0692) 
MIMEOGRAPHING-OF FSET 

Surety Letter Service............ 7 East 42nd Street, New York, N. Y. (MU 2-5377) 
MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon - bs ccccsesecoes 19 8S. Wells Street, Chicago 6, Ill. (ST 7800 

Mack Type Co., Ine........ ...55 Fulton 8t., N.Y. 7, N. ¥. 3- 1387) 

OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc....... 834 Bagley Ave., Detroit 26, Mich 


26 Sterling St.. East Orange, N J. (OR 2-3900) 
Western Empire Direct Ad Co.._.612 Howard Street, Sen Fran. 5, Calif. (GA 1-8500) 


PACKAGING 


Coupon Service Corp. ........... 37 East 18th St. Y. 3. N. ¥. (OR 38-0160) 
Merit Mailers .............++- 26 Sterling Street, ‘heent Orange, N. J. (OW 2-3900) 


PAPER MANUFACTURERS 

Welling Pager Holyoke, Mass. 
Appleton Coated Paper Co.... 1250 N. Meade “Appleton, w iis. (41454) 
Byron Weston Company Dalton, Mass 
Curtis Paper Compaay.. Newark, “Delaware (EN 8 8561) 
Kastern (orporation ........... Hanugor, Maine (Tel; 8221) 
Esleeck Manufacturing ...Turners Falls, Massac husetts 
Paper, Limited 

Cc. Hamilton & Sons 


Hawthorne Paper Co...........+.. Kings Highway, Kalamazoo 
Howard Paper Mills, Inc. -liuiman Bidg., Dayton 2%, 


International Paper Co. ...... 42na N. ¥. 17, N. ¥. (MU 2-7500 


Kimberly-Clark Corporation Neenah, Wisconsin (PA 2-3311 
Mead Street, Dayton 2, Ohio 
Neenah Vis. (Tel: 2-1521) 
Nekoosa - Edwards Paper Co, ‘ort Kdwards, Wis. (Tel: S111) 
Peninsular Paper Co. ....... saseeses . Ypsilanti, Mich, (HU 2 2600) 
Kalamazoo, Mich. (PI 2-0151) 
Rising Paper Co. ........ .. Housatonic, 47) 
The Sorg Paper Company ... eoeccsecccccsescoscoscosesooce iddietown, Ohio 
Wausau Paper Mills Uo............. 111 W. Washington, Chicago, ill. (Fl 6-4786) 
PERSONALIZED GIANT GRAMS 
Sande Rocke & Co., 91 Tth Ave, N.¥.C. 11 (WA 4-1551) 
PHOTO ENGRAVERS 
Horan Engraving Ce., Ine...... 44 W. 28th St.,. New York 1, N. YY. (MU 80-8585) 
PHOTOGRAPHERS 
JIK Copy Art............ 165 West 46th Street, New York 19, N. Y. (PL 17-0233) 


POST CARDS 
Colourpictures Publishers........... ....390 Newbury Street, Boston 15, Mass. 
CURTEICHCOLOR 3- . by C rt Teich & Co., Inc 
1733 W a> Park Road Chicago 13, Illinois (BU 1-0606) 
PRINTING EQUIPMENT 


B. Verner & Co., Ine......e0«. 52 Duane Street, New York 7, N. ¥. (BA 7-1466) 
— OFFSET 
Largene I’ress, Inc............ 24 White Street, New N. ¥. (WA §-7325) 
Runkle-Thompson-Kovats, Inc... 650 West La Chicago 6, Illinois 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
26 Sterling Street, Kast Orange, N. Y. (OK 2-3900) 
Paradise Printers ..... cccccccccceccccesecoocososccoses Paradise, Pa. (OV 7-3209) 
SEASONAL STATIONERY 
National Creative Sales Inc.......... 18 K. 48th St, N. 17, N. ¥. 5-0025) 
Arthur Thompson & Co, 109 Market Baltimore 2, Md. (PL 2-4806) 
Stewart Signs,...........+++ ceccccecccccoses ©. Box 901, Newark 1, New Jersey 
STENCIL SuTTInG AND LIST MAINTENANCE 
Clear Cut Duplicating Co........... 149 Broadway, New York 6, N. Y. (DI 9-4668) 
Globe Fulfillment Corporation............ 148 St... N. ¥. C. 11 (OR 5-4600) 
Merit Mailers 26 Sterling East Orange, N. J. (OR 2-3900) 
SYNDICATED HOUSE MAGAZINES 
The William Feather Co....... 9900 Clinton Rd., Cleveland 9, O. (AT 1-4122) 


The Henry F. Henrichs Publications, The House of Sunshine...Litchileld, Ill, (296) 


TRADE ASSOCIATIONS 
Associated Third Class Mail Users, 1406 G St., N.W., =, 5, D.C, (ME 8-2447) 
Direct Mall Advertising Assn... . 3 E. 57th St, N. ©. 22 (MU 8-7388) 
MABA International ........ 18120 James Gouzens, Detroit is. Mich. (UN 4-8545) 
Nat'l Council of Mail. List Brokers, 55 W. 42nd St., N. Y. 36, N. Y¥. (PE 6-0615' 


TYPOGRAPHERS 
Rapid Typographers, Inc....... 305 East 46th St., N. ¥. 17, N. ¥. (MU 8-2445) 
VISUAL PRESENTATIONS 
Direct Advertising Associates....21 East 40th Street, New York, N. ¥. (OR 98-0638) 
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THE POWER 
OF PRINT... 


Successful business men, like T.H.Turney, 
know from experience the vaiue of good 
direct mail advertising. They also know 
the value of calling in a good printer right 
at the start o1 every campaign. 

Today’s printer is more than a craftsman. 
He's an idea man, too, and an expert at 


helping you find the most attractive and 


because we got to know 
our printer better,” 


®@ says T.H. Turney, Advertising 
Manager, Paint Division, The 


Glidden Company, Cleveland, Ohio 


effective way to present selling ideas 


economically. 


You'll like working closely with your 
printer. We know because we've done 
it for years in bringing him the quality 


papers he needs to serve you best— Sales Offices: Mead Papers, Inc., 


the most complete line in the worid! 118 West First Street, Dayton 2, Ohio 
New York « Chicago + Boston 
The Mead Corporation, Dayton 2, Ohio. Philadelphia « Atianta 
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GATHER ’ROUND, children, and I will try to show 
you with what care and wisdom your postal rates are fixed. 

The solons have sat in dignity for many long months 
listening to the pleas of witnesses with concrete facts, 
showing what exorbitantly increased commercial postage 
rates would do to their respective businesses. Hundreds 
and hundreds of pages of printed testimony, which prob- 
ably none except the witnesses ever read. But in a back 
room, where decisions are made, Summerfield leans over 
the shoulders of the rate fixers and explains his position 
in kindergarten simplicity. 

“You see,” we can imagine him saying, “we have a 
$734 million deficit. Forget all the hokum about public 
service functions of the Post Office. This department of 
mine must be run as a business. Now, if we don’t get 
rate increases our deficit will probably be doubled. To 
make figuring easy, eliminate the ciphers and write down 
734 multiplied by 2 equals 1,468, which may be the 
deficit. To make sure let’s add another $10 million, 
which gives a total figure of 1,478. Now, suppose you 
give me only half the rates I’m requesting by falling 
for the line advanced by Harry Maginnis and his stooges. 
Divide 1,478 by 2 and we still have a deficit of 739. But 
if you give me enough to wipe out the present deficit, 
we can deduct 734... and you have before you the ideal 
rate for first class mail. 734 from 739 leaves 5 cents. 
It’s so simple wonder why we never thought of it before.” 
734 X 2= 1,468 + 10 = 1,478 — 2 = 739 — 734 = 5¢ 

Of course, the same wise formula can be used in 
determining third class bulk rates. Write down the 
claimed “deficit” from third class of $189 million (or 
any other figure) but only add $5 million for 
emergency. Computation reads: 

189 2 = 378 + 5 = 383 2 = 19114 — 189 = 

That cld shopworn, grade-school mathematical trick* 
is just as logical as the manner in which our new postal 
rates were fixed. All the solid, sensible suggestions of 
the hundreds of witnesses were thrown out the window, 
and Summerfield’s stubborn mathematics won. I can’t 
waste more space in Scuttlebutt to go into details of 
the rate battle in Washington. As this is written, the 
House and Senate conference committee is trying to iron 
out which version will be the final answer . . . whether 
first class will be 5¢ or 4¢; whether bulk third class 


* Footnote: Original version of this “trick” . . . ask someone in the 
room to write down secretly any number which comes to mind, 
multiply by two, add a number given by trickster, divide by two, 
deduct original number written down secretly. Then the trickster 
reveals the answer . . . which, of course, is exactly half of the 
number given by the trickster to add to the doubled original. Try 
it...and amaze your children or grandchildren. Recent bulletin 
from Chicagoan, Leo Bott, reminded me of it. 


APRIL, 1958 


FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


will be 2¢ or 24o¢. Silliest part of Senate-passed bill is 
the 3¢ rate for printed post cards but only 2¢ for hand- 
written cards. Any postal employee can tell you that it 
takes more time and trouble to handle the handwritten 
card. Seems like the rate fixers want to make it just as 
difficult and expensive as possible for the small business 
to advertise through the mail. If such a screwball rate 
is finally fixed, the printed advertising post card, weigh- 
ing only 814 ounces per 100, will cost more per unit 
than third class bulk. The newspapers have waged an 
all-out war against the tiny post card for many years. 
Their campaign has been grimly effective. 

We'll just have to sit back and wait for the final 
answer. You'll get it on your newscasts. In the mean- 
time, The Reporter staff is making a nationwide survey 

. talking with the experts . . . uncovering what the 
best brains are going to do toe counteract the damage 
caused by increased rates. There are many possible 
solutions. In either the May or June issue . . . we'll 
give you the results of the survey with definite 
recommendations. Mr. Summerfield won't be too happy 
about some of the suggestions received so far . . . and 
ready to be put in action. But no matter what happens 

. direct mail can’t be licked. It will keep on growing 
in spite of hell, high water and Summerfield. 


SPEAKING OF NEWSPAPERS again . . . there is 
mounting irritation in direct mail circles over the sense- 
less but continuing attacks against “junk mail” (meaning 
third class.) The attacks seem to be getting worse rather 
than better . . . in spite of all the letters to editors 
written by Reporter readers (who send us copies) and by 
advertisers who use both newspapers and direct mail. 
One of the worst recent attacks was released by syndi- 
cated columnist Frank Tripp. We'd like to reprint it 
as an example of unharnessed viciousness, but it contains 
too much tripe, which is perhaps a better spelling of the 
author’s name. How a sensible man can blame the post 
office “deficit” on third class mail, when the newspapers 
which carry his stuff get a ridiculously lower rate .. . 
well, it’s beyond me. 

Another vicious case appeared recently in The Wash- 
ington (D. C.) Star, which itself uses direct mail to sell 
subscriptions. The article was damaging to most of the 
advertisers in The Star since a majority supplement their 
newspaper advertising with direct mail . . . such firms 
as the Hecht Company, Woodward & Lothrop, Jelleff's, 
Capital Airlines, Reader’s Digest, Ginn’s, Cherner Motor 
Company, etc. Maybe these attacks will eventually boom- 
erang when the advertisers howl loudly enough or with- 
draw their juicy space contracts. 

But the attacks have had a disastrous effect. More and 
more confused citizens have joined the “mail back” 
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sticker or stamp campaign. We recently uncovered the 
fellow in Georgia who is selling pads of 100 rejection 
slips to put in business reply envelopes. Have turned the 
case over to postal inspectors. Maybe they can stop it. 
The sticker craze is getting way out on a limb. Recently 
saw a green reverse plate sticker attached to a business 
reply card . . . over the name and address. It read: 
“Sorry — can’t afford it! | am an underpaid public school 
teacher.” Another amazing rubber stamp is used by a 
clergyman (of all people) in Virginia. Within circle a 
bayoneted soldier is driving two girls. Around circle the 
wording, “Remember Little Rock.” Maybe we all are 
just going nvts. 


MORE GOOD NEWS on the fraud and deception 
fronts. Last month we reported that the FTC had filed 
complaints against Bernard Coates of the Boston area 
for his homework mail order schemes. Now comes word 
that the FTC has caught up again with Carl V. Torrey, 
formerly of Boston, who really originated many of the 
home-typing and mail order rackets. He was closed up 
by postal inspectors back in May 1956 . . . and dis- 
appeared. He finally showed up in Largo, Florida (about 
a mile and a half from this front porch) working 
the same old schemes under name of “Economy Pub- 
lishers.” FTC claims his advertising is false and decep- 
tive. Final hearing was set for March 17 in Tampa. 
FTC has also been after a Nelson Torrelli of New York, 
who operated under a number of different names . . . 
including Thoresen, Inc. Thoresen was the outfit which 
reprinted the DMAA membership list and sold it to type- 
writer owners as being reliable sources for home typing 
work. That’s why so many of you DMAA members 
received silly letters from faraway places. You'll be glad 
to know that this racket is coming to the end of the road. 

Most of you remember the Toys of the World scandal 
and collapse of a year or so back. (See September 1956 
Scuttlebutt) Federal Judge Bruchhausen in Brooklyn 
recently sentenced (after jury conviction) the two prin- 
cipals. President Alastair Kyle got a year and a day in 
jail. Secretary-treasurer Clinton Gardner received six 
months. The organization was fined $1,400. Both have 
appealed and are out on bail. Seems like the sentences 
are extremely light . . . after 35,000 unfulfilled subscribers 
were defrauded out of close to $400,000 . . . and when 
hundreds of printers, lettershops, paper merchants and 
other suppliers took the rap for close to a half million 
dollars. 

At least it’s refreshing to know that the misusers of 
the mail are finally getting their comeuppance. But every- 
one should be on watch for a new crop of fast-buck boys. 
As soon as you spot them . . . report to your local Better 
Business Bureau, to postal inspectors or direct to the FTC. 


HEARD SOME DISTRESSING NEWS about the de- 
cline in the baby chick-by-mail business . . . through 
Don Turnbull, executive secretary of American Poultry 
& Hatchery Federation. Back in 1941 and 1942, when 
I attended their conventions . . . the baby chick industry 
was one of the largest users of the mails (if not the 
largest.) Got orders by mail and shipped product by 
parcel post, which was originally created due to the 
Washington activities of the late Reese Hicks, whom 
Don Turnbull succeeded. 

In 1942, better than 60° of all baby chicks sold in 
the country were delivered by the United States mails. 
Today fewer than 10% travel parcel post. The purely 
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local hatcheries are now getting the lion’s share of the 
business. What's the reason for the decline? Direct 
mail still continued to be the best sales tool of the 
hatcheries, but the parcel post system bogged down. Baby 
chicks, according to natural laws and postal regulations, 
must be delivered to ultimate destination in not more 
than 72 hours. As the railroads eliminated or reduced 
passenger service, particularly in the rural communities, 
and as parcel post service deteriorated, it became next to 
impossible to get chicks to addressees in the allotted 
time. Too bad. It was really a big business back in 
the 40's. 


DURING THE PAST YEAR newspapers have be- 
come more alarmed and more outspoken about secrecy 
in Washington. Columnists refer to it as being something 
relatively new in government. I get a kick out of reading 
and discussing some of the current hushed-up scandals. 
Back around 1943, after 1 had written “Black Mail” 
(which proved the tie-up between Nazi propagandists 
and members of Congress who allowed the widespread 
use of their free franked mail.) a certain respected 
Senator (now deceased) suggested that | write another 
book about secrecy. He claimed that super-secrecy could 
wreck democracy. He offered to open his files for me 
and induced others to cooperate. | then wrote “It’s a 
Secret,” but confined it for the: most part to scandals 
which had some connection with the misuse of the mails. 
I was ale to put the spotlight on people who suppressed 
evidence, fired too-conscientious investigators, or hired 
fanatical investigators to oppress others who were trying 
to get at the truth through the veils of secrecy. | ques- 
tioned who, if anyone, investigated the investigators. | 
made a lot of suggestions, with the help of capable 
patriotic lawyers, for legal ways to get around all the 
secrecy. The book caused a temporary furor. It was all 
true and 100% libel-proof, but certain government of- 
ficials and members of Congress high-pressured the 
publisher to take it off the market. They demanded that 
“It's a Secret” be kept a secret. And succeeded. Have 
just reread the final chapters, written about fourteen years 
ago, and the recommendations still make sense, at least 
in my opinion. But, as one Congressman at the time 
told me, legislators are not influenced by good sense or 
logical solutions. Their decisions or actions are too often 
based on political expediency. That is no secret. Only 
possible present solution . public clamor against 
secrecy and immoral politics. As proof that indignant 
public clamor can be effective . . . look what's happened 
in Baltimore. The mayor and city council were forced 
to rescind the farcical taxes on advertising, and future 
such taxes are now forbidden by state law. The clamor 
did it. 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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papers 


From booklets to bookkeeping . . . from 

calendars to copy machines... Nekoosa makes a 
paper for every business and 

for almost every business use. Discover for yourself! 
Find out why thousands of leading companies 
always make it a point to specify Nekoosa Papers! 


Nekoosa Bond 
Nekoosa Ledger 
It pays to Nekoosa Duplicator 


Nekoosa Mimeo 


plan with your Nekooss Manifold 
Nekoosa Offset 


printer! Nekoosa Opaque 
Nekoosa Master-Lucent 
and companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 
Port Edwards, Wisconsin 
Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 
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Mailifig lists by BULK? — by thousands, 
by hundreds of thousands or by mil- 
lions of addresses—without 
) regard tothe trading area of your 
retailers? Is that what 
you buy with your mailing list dollars? 


For years, the Chain and In- 
dependent Retailer has been 
interested in high deliverabil- 
ity in his trading area rather 
than high mailing counts. He 
saves on printing—saves on 
postage! His percentage of re- 
turn is greater. 


OMLA Occupant Address lis 
meet the retailers’ needs. These 
ally prepared Occupant Lists meet the 
needs of every manu- 
facturer and distributor who uses the Chain and 
Independent retailer to sell his products. 


May we show you how OMLA lists will wot] for you? 


Divison of W. A. Storing Co. 


OCCUPANT LIST COMPILERS - MAILERS 


239 N. 1th St. 
8. L. “Les” Cullman, Pres. Columbus 15. Ohio 
W. A. “Will” Storing, Treas. CApital 41-8893 
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